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BEFORE THE
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WASHINGTON, DC 20268-0001

Complaint of Time Warner Inc. et
al. Concerning Periodicals Rates
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Party

American Business Media
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American Business Media

TW, Conde Nast, Newsweek, RDA,
and TV Guide

Nicholas Cavnar (ABM-T-1)

American Business Media

TW, Conde Nast, Newsweek, RDA,
and TV Guide

Joyce McGarvy (ABM-T-3)

American Business Media

TW, Conde Nast, Newsweek, RDA,
and TV Guide

Institutional

TW, Conde Nast, Newsweek, RDA,
and TV Guide
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Direct Testimony Lou Bradfield (ABM-T2)
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Exhibit LB-1, ABM-T2

Direct Testimony Nicholas Cavnar (ABM-T-1)
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TW et al/ABM-T3-1-2, 4-11, 11b, 12-16
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Exhibit LB-1, ABM-T3
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McGraw-Hill Companies, Inc., The
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Interrogatories

Direct Testimony David Schaefer (MH-T-1)
TW et al./MH-T1-1-10, 12-15

TW et al./MH-T1-3, 5, 7-8, 10, 13

TW et al./MH-1-5, 7-15

Direct Testimony Douglas Crews (NNA-T-2)
TW et al./NNA-T2-1-10

Direct Testimony Max Heath (NNA-T1)
TW et al/NNA-T1-1-8
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Interrogatories

Response to POIR No. 1, Question No.2

ABM/USNews-T1-1-14, 16

Direct Testimony Michael John Armstrong
{(USNew-t-1)

ABM/USNews-T1-1-6, 8-10, 14, 16

TW et al /JUSPS-RT1-1, 3c, 4-10

Direct Testimony Michale W. Miller (USPS-

MPA/USPS-RT2-1-7

TW et al./USPS-RT2-1-4, 6-25
Response to POIR No. 2

Direct Testimony Rachel Tang (USPS-RT-2)
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INTERROGATORY RESPONSES
DESIGNATED AS WRITTEN CROSS-EXAMINATION

Interrogatory Designating Parties

American Business Media

Lou Bradfield (ABM-T-2)

TW et al./ABM-T2-1 TW et al.
TW et al /ABM-T2-2 TWetal
TW et al./ABM-T2-4 TW et al.
TW et al /ABM-T2-5 TW et al.
TW et al./ABM-T2-6 TW et al.
TW et ai./ABM-T2-7 TW et al.
TW et al./JABM-T2-8 TW et al.
TW et al./ABM-T2-10 TW et al.
Direct Testimony Lou Bradfield (ABM-T2) ABM

Response to POIR No. 3 and Corrections of TW et al.

Exhibit LB-1, ABM-T2

Nicholas Cavnar (ABM-T-1)

TW et al./ABM-T1-1 TW et al.
TW et al./ABM-T1-2 TW et al.
TW et al./ABM-T1-4 TW et al.
TW et al./ABM-T1-5 TW et al.
TW et al /ABM-T1-6 TW et al.
TW et al./ABM-T1-7 TW et al.
TW et al./ABM-T1-8 TW et al.
TW et al./ABM-T1-9 TW et al.
TW et al/ABM-T1-10 TW et al.
TW et al./ABM-T1-11 TW et al.
TW et al./ABM-T1-12 TW et al.

Direct Testimony Nicholas Cavnar (ABM-T-1) ABM

Joyce McGarvy (ABM-T-3)

TW et al./ABM-T3-1 TW et al.
TW et al./ABM-T3-2 TW et al.
TW et al./ABM-T3-4 TW et al.

TW et al./ABM-T3-5 TW et al.



Interrogatory

TW et al./ABM-T3-6
TW et al /ABM-T3-7
TW et al /ABM-T3-8
TW et al. /ABM-T3-9
TW et al./ABM-T3-10
TW et al./ABM-T3-11
TW et al /ABM-T3-11b
TW et al./ABM-T3-12
TW et al./ABM-T3-13
TW et al./ABM-T3-14
TW et al./ABM-T3-15
TW et al./ABM-T3-16
Direct Testimony Joyce McGarvy (ABM-T-3)

Response to POIR No. 3 and Corrections of
Exhibit LB-1, ABM-T3

Institutional

TW et al./ABM-1
TW et al./ABM-2
TW et al./ABM-3
TW et al./ABM-4
TW et al./ABM-5
TW et al./ABM-6
TW et al./ABM-7
TW et al./ABM-8
TW et al./ABM-9
TW et al./ABM-10
TW et al/ABM-12
TW et al./ABM-13
TW et al./ABM-14
TW et al./ABM-15
TW et al./ABM-16
TW et al./ABM-17
TW et al./ABM-18
TW et al./ABM-28
TW et al /ABM-29
TW et al./ABM-30

Designating Parties

TW etal.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
ABM

TW et al.

TW et al.
TW et al
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TWetal.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
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Interrogatory

TW et al./ABM-31
TW et al./ABM-32
TW et al./ABM-33
TW et al./ABM-34
TW et al /ABM-35
TW et al./ABM-36
TW et ai./ABM-37
TW et al /ABM-38
TW et al /ABM-39
TW et al./ABM-40
TW et al./ABM-41
TW et al /ABM-42
TW et al./ABM-43
TW et al./ABM-44
TW et al./ABM-45
TW et al./ABM-46
TW et al./ABM-47
TW et al /ABM-48
TW et al./ABM-49
TW et al./ABM-50
TW et al./ABM-51
TW et al./ABM-52
TW et al./ABM-53
TW et al./ABM-54
TW et al./ABM-55
TW et al./ABM-57
TW et al./ABM-58
TW et al /ABM-59
TW et al./ABM-65
TW et al./ABM-66
TW et al /ABM-67
TW et al./ABM-68
TW et al./ABM-69
TW et al /ABM-70

Designating Parties

TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.

1666



Interrogatory

McGraw-Hill Companies, Inc., The

David Schaefer (MH-T-1)

TW et al /MH-T1-1
TW et al./MH-T1-2
TW et al./MH-T1-3
TW et al./MH-T1-4
TW et al /MH-T1-5
TW et al./MH-T1-6
TW et al./MH-T1-7
TW et al./MH-T1-8
TW et al./MH-T1-9
TW et al./MH-T1-10
TW et al./MH-T1-12
TW et al./MH-T1-13
TW et al./MH-T1-14
TW et al. /MH-T1-15

Direct Testimony David Schaefer (MH-T-1)

Institutional

TW et al./MH-1
TW et al./MH-2
TW et al./MH-3
TW et al./MH-4
TW et al./MH-5
TW et al. /MH-7
TW et al./MH-8
TW et al./MH-9
TW et al./MH-10
TW et al./MH-11
TW et al./MH-12
TW et al./MH-13
TW et al./MH-14
TW et al./MH-15

Designating Parties

TW et al.

TW et al.

TW et al., USPS
TW et al.

TW et al., USPS
TW et al.

TW et al., USPS
TW et al., USPS
TW et al.

TW et al., USPS
TW et al.

TW et al., USPS
TW et al.

TW et al.
McGraw-Hill

TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
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Interrogatory Designating Parties

National Newspaper Association

R. Douglas Crews (NNA-T-2)

TW et al. /NNA-T2-1 TW et al.
TW et al./NNA-T2-2 TW et al.
TW et al./NNA-T2-3 TW et al.
TW et al./NNA-T2-4 TW et al.
TW et al./NNA-T2-5 TW et al.
TW et al /NNA-T2-6 TW et al.
TW et al./NNA-T2-7 TW et al.
TW et al./NNA-T2-8 TW et al.
TW et al./NNA-T2-9 TW et al.
TW et al./NNA-T2-10 TW et al.
Direct Testimony Douglas Crews (NNA-T-2) NNA

Max Heath {NNA-T-1)

TW et al./NNA-T1-1 TW et al.
TW et al./NNA-T1-2 TW et al.
TW et al./NNA-T1-3 TW et al.
TW et al./NNA-T1-4 TW et al.
TW et al./NNA-T1-5 TW et al.
TW et al./NNA-T1-6 TW et al.
TW et al./NNA-T1-7 TW et al.
TW et al./NNA-T1-8 TW et al.
Direct Testimony Max Heath (NNA-T1) NNA
Institutional

TW et al./NNA-1 TW et al.
TW et al./NNA-3 TW et al.
TW et al./NNA-4 TW et al.

TW, Conde Nast, Newsweek, RDA, and TV Guide

Halstein Stralberg (TW et al.-T-2)
USPS/TW et al.-T2-27 USPS



Interrogatory

Institutional
Response to POIR No. 1, Question No.2

U.S. News & World Report, L.P.

Michael John Armstrong (USNews-T-1)
ABM/USNews-T1-1
ABM/USNews-T1-2
ABM/USNews-T1-3
ABM/USNews-T1-4
ABM/USNews-T1-5
ABM/USNews-T1-6
ABM/USNews-T1-7
ABM/USNews-T1-8
ABM/USNews-T1-9
ABM/USNews-T1-10
ABM/USNews-T1-11
ABM/USNews-T1-12
ABM/USNews-T1-13
ABM/USNews-T1-14
ABM/USNews-T1-16

Direct Testimony Michael John Armstrong
(USNew-t-1)

United States Postal Service

Michael W. Miller (USPS-RT-1)
TW et al./USPS-RT1-1

TW et al /JUSPS-RT1-3c

TW et al./USPS-RT1-4

TW et al./lUSPS-RT1-5

TW et al /USPS-RT1-6

TW et al/USPS-RT1-7

TW et al./USPS-RT1-8

TW et al. /USPS-RT1-9

TW et al /JUSPS-RT1-10

Direct Testimony Michale W. Miller (USPS-RT-
1)

Designating Parties

PRC

ABM, USPS
ABM, USPS
ABM, USPS
ABM, USPS
ABM, USPS
ABM, USPS
ABM

ABM, USPS
ABM, USPS
ABM, USPS
ABM

ABM

ABM

ABM, USPS
ABM, USPS
U.S. News

TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
USPS
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Interrogatory

Rachel Tang (USPS-RT-2)

MPA/USPS-RT2-1
MPA/USPS-RT2-2
MPA/USPS-RT2-3
MPA/USPS-RT2-4
MPA/USPS-RT2-5
MPA/USPS-RT2-6
MPA/USPS-RT2-7

TW et al./USPS-RT2-1
TW et al /JUSPS-RT2-2
TW et al /lUSPS-RT2-3
TW et al./USPS-RT2-4
TW et al/USPS-RT2-6
TW et al. /USPS-RT2-7
TW et al./USPS-RT2-8
TW et al /JUSPS-RT2-9
TW et al. /USPS-RT2-10
TW et al /USPS-RT2-11
TW et al /USPS-RT2-12
TW et al /USPS-RT2-13
TW et al./USPS-RT2-14
TW et al./USPS-RT2-15
TW et al /USPS-RT2-16
TW et al./USPS-RT2-17
TW et al/JUSPS-RT2-18
TW et al./USPS-RT2-19
TW et al./USPS-RT2-20
TW et al./USPS-RT2-21
TW et al./lUSPS-RT2-22
TW et al./USPS-RT2-23
TW et al. /USPS-RT2-24
TW et al./lUSPS-RT2-25

Direct Testimony Rachel Tang (USPS-RT-2)

Response to POIR No. 2

Designating Parties

TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
TW et al.
USPS

TW et al.
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Interrogatory

Institutional

TW et al./USPS-2

TW et al /USPS-RT1-2 redirected to USPS

- TW et al /JUSPS-RT1-3a redirected to USPS
TW et al /USPS-RT1-3b redirected to USPS
TW et al./USPS-RT1-11 redirected to USPS

Designating Parties

TW et al.
TW et al.
TW et al.
TW et al.
TW et al.

1671
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American Business Media

Lou Bradfield
(ABM-T-2)
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Response of ABM to TW et al./ABM-T2-1

TW et al./ABM-T2-1:

Please provide a list of all VNU owned or operated publications and the projected rate
impact (in dollars and as a percentage of current postage)} upon each title if the

proposed rates were implemented.

RESPONSE

The titles published by YNU are listed below. The impact of the proposed rates on 25 of

these titles is shown in Exhibit LB-1, lines 91-115.

Adweek

American Artist
Amusement Business
Apparel

Architectural Lighting
Architecture
Backstage

Backstage West
Beverage Aisle
Beverage World
Billboard

Brandweek

Business Travel News
Commercial Property
News

Contract
Convenience Store
News

Display Design ldeas
Editor & Publisher
Embroidery/Monogram
Bus.

Fitm Journal
fnternational
Foodservice Director
Hospitality Design
Impressions

2387210

Incentive

Kirkus Reviews
Kitchen & Bath
Business
Mediaweek

Meeting News

Multi Housing News
National Jeweler
Photo District News
Potentials
Presentations
Progressive Grocer
Restaurant Business
Retail Merchandiser
Ross Reports

Sales & Marketing
Management

Shoot

Sporting Goods
Business

Successful Meetings
The Gourmet Retailer
The Hollywood
Reporter

Training

Watercolor
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Response of ABM to TW et al./ABM-T2-2

TW et al./ABM-T2-2
Have you conducted any analyses to determine if any changes in mailing behavior

could be made to mitigate the impact of the proposed rates upon the VNU publications?
If the answer is yes, please provide copies of all such analyses and the data on which
they were based (e.g., mail.dat files).

RESPONSE

No.

2397210



Response of ABM to TW et al./ABM-T2-4

TW et al./ABM-T2-4

On page 6, lines 15-18, you state: “But there is also no doubt that of the 25,000 or so
outside-county Pericdicals in the mail (Tr. 1041), a good number would be staring at
increases of the type portrayed at the upper end of the range on my exhibit with no
reasonable opportunity to change their mailing practices.”

a. Have you done any analysis to substantiate this claim?

b. Have you done any analysis to determine how the increases would change if
they could change their maiiing behavior?

c. Please identify how many publications is a “good number.”
d. Please identify why these publications have “no reasonable opportunity to

change their mailing practices.”

RESPONSE

a. No, my testimony is based upon my experience in the industry, not “analysis.”

b. | have not, but | certainly agree that there are steps that some mailers could take, in
theory, to reduce the increases from the proposed rates, just as, | suppose, they could
in theory make changes to make the increases larger. Clearly, making fewer and
therefore larger bundles, sacks and pallets would lessen the adverse impact of the
proposed rates on postage charges, as would, in many cases, switching from sacks to
pallets and increasing drop shipping. Two questions are whether publishers can make
those changes, based upon the mailing characteristics and service needs of individual
publications and printers, and how much it would cost them in terms of printer and

software costs to make the changes.

2397210
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Response of ABM to TW et al./ABM-T2-4
c. | have no specific number in mind. The thought | meant to convey is that there are
enough publications that would face large increases with little or no opportunity to avoid

the cost increases to be of concern to the Commission.

d. They can fall into this category for a number of reasons. They may be weeklies with
service needs that cannot be met if they are co-palletized or co-mailed. They may be
tabloid-sized, which essentially precludes co-mailing at probably any ptant and certainly
at any printer that prints only a few. They may be newspapers of the type described in
the NNA testimony. They may be printed by very small printers without the volume,
floor space and/or capital to co-mail or co-palletize. They may have such smail volumes
that increasing sack and bundle sizes would do little to offset the increases. You have
to remember that the country’s large printers print a comparatively small number of
Periodicals. QuadGraphics, with its multiple printing plants, is a good example. It prints

an awful lot of copies, but only 171 titles, according to witness Schick.
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Response of ABM to TW et al./ABM-T2-5

TW et al./ABM-T2-5

On page 8, line 27-page 9, line 2, you state: “Rather, the rates for supplemental
mailings are higher because the Postal Service’s costs for these smaller, less work-
shared mailings are higher, and the cost based rates in effect today reflect those cost
differences.” What percentage of the cost differences are actually reflected in the rates
that are in effect today?

RESPONSE

| don't know.

2397210
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Response of ABM to TW et al./ABM-T2-6

TW et al./ABM-T2-6
a. Who performs the presort for VNU publications?

b. Does this provider utilize parameters that define minimum package size,
minimum sack size, and minimum pallet size prior to actually performing the
presort?

RESPONSE

a. It varies with the publication. In some cases it is fulfillment houses and in other

cases printers.

b. Yes.

2397210



Response of ABM to TW et al./ABM-T2-7

TW et al./ABM-T2-7
On page 14, lines 14-16 you state: “For another, the ability to make four 20,000

circulation publications look for postal purposes like on 80,000 publication is
unlikely to lead to substantial improvement in the ability to avoid sacks and the
worst of the proposed rates.” Please provide all mail.dat files and analyses that
you have conducted to reach this conclusion.

RESPONSE

This testimony is based on my experience, not any analysis. After reading this
question, | decided to take a look at the publications on Exhibit LB-1 to see the
effect on Periodicals in the 70,000 to 90,000, in other words those near my
hypothetical 80,000. | counted ten, with nine of the ten experiencing increases.
The average impact (on all ten) is an increase of 8.5%. And because we're

talking now about co-mailing or co-palletizing, we also must consider the cost

performing the co-mailing or co-pailetizing.

2387210
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Response of ABM to TW et al./ABM-T2-8

TW et al./ABM-T2-8

On page 5 you describe a study of 144 publications, belonging to five ABM
member organizations. The exhibit at the end of your testimony summarizes the
results. A single Excel file, containing four worksheets, each presenting
summaries of results for certain publications, whose numbers add up to 144, was
provided to Time Warner, Inc. et al. by ABM.

a.

2397210

Please describe your own role in carrying out this study, both with regard
to VNU owned publications and those owned by other organizations.

if you did not personally perform the analysis of VNU publications in this
study, who did?

If you did not personally coordinate the effort to summarize the analysis
into the exhibit shown in your testimony, who did?

If you did not personally coordinate the effort to produce the Excel file
mentioned above, who did?

How many VNU owned publications are included in the set of 144, and
how were they selected from among all VNU publications? Please identify
the VNU publications that were studied.

Please confirm that Crain Communications was one of the other media
organizations whose publications were analyzed in this study.

Please identify the other ABM organizations whose publications were
analyzed in this study.

Please confirm that the analysis involved the creation, for each
publication, of one Excel spreadsheet, into which were copied results from
an Access program provided by Complainants. Please provide a copy of
each such Excel spreadsheet (the identities of particular publishers and
publications may be masked, and/or materials may be submitted subject
to the terms of the existing Nondisclosure Agreement between ABM and
Time Warner, Inc. et al, dated August 27, 2004).

Please provide the mail.dat files used in the analysis (the identities of
particular publishers and publications may be masked, and/or materials
may be submitted subject to the terms of the existing Nondisclosure
Agreement between ABM and Time Warner, Inc. et al., dated August 27,
2004).

1680
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Response of ABM to TW et al./ABM-T2-8

RESPONSE

a. First, the exhibit actually includes data for 153 publications, not 144, because
line 77 includes 5 co-palletized titles, line 78 includes nine co-palletized titles and
lines 132-34 repeat line 131. A corrected and enhanced exhibit is being filed in
response to POIR-3. My role in the preparation of the Exhibit was that |

performed the calculations for the VNU titles contained in that exhibit.

b. Not applicable.

c. | have been advised that the work of taking the data provided by each of the
American Business Media members that calculated impact and creating the
exhibit was performed by a law clerk at Thompson Coburn, working under the

supervision of American Business Media's counsel.

d. | have been advised that the work of preparing the Excel file provided to the
complainants was performed by a law clerk at Thompson Coburn, working under

the supervision of American Business Media’s counsel

e. We produce 46 domestic, outside-county Periodicals. | analyzed 25 (for
these purposes counting two co-stitched titles as one). | chose those 25
because mail.dat files were immediately available, and | had a deadline for
providing the analysis. If the names of the publications are truly needed, we can

provide them under a nondisclosure agreement.
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Response of ABM to TW et al./ABM-T2-8

f. Confirmed.

g. | understand that the others (besides VNU and Crain) were Reed Business,

PennWell and ComputerWorld, although | did not know that until recently.

h. | can confirm that, for VNU, the analysis included the creation of a
spreadsheet for each publication, although | viewed the information on my
computer and never actually printed {(or saved) it. 1 do not have and never had
the spreadsheets for the publications of other publishers. After shipping my
summary sheet to counsel in the spring, that is, the sheet that has already been

provided to the complainants, | did not save the data.

i. | do not have and never had mail.dat files for the other publishers that
calculated impact. Mail.dat files are not normally saved, and | did not save the
mail.dat files 1 used to calculate the impact on VNU publications. Keep in mind
that, at the time | calculated this impact, | had no idea that | would be testifying in

this case.



Response of ABM to TW et al./ABM-T2-10

TW et al./ABM-T2-10:

In response to TW et al./ABM-T2-1 you list the VNU Periodicals and state that you
analyzed the impact of the proposed rates on 25 of them. You further indicate that the
results are shown in lines 91-115 of Exhibit LB-1. The table attached to this
interrogatory is from an Excel spreadsheet that was provided by ABM counset and said
to contain a summary of the analysis performed on 141 (later corrected to 1563) ABM
publications. The attached table shows the information provided for lines 91-115, which
differs somewhat from the information provided for other publications.

a. Please confirm that the attached table does show information that was generated
for the 25 VNU publications and that you or someone you worked with generated this
information and provided it to ABM counsel. If you cannot confirm, please explain
precisely what information you did provide about the 25 publications.

b. Please explain the meaning of the percentages entered in the columns labeled %
3dg, % 5 dg, % SCF and % ADC and explain why the numbers in some rows add up to
more than 100% and in other rows to less than 100%.

C. Please confirm that the second column gives the number of issues per year for
each publication. If not confirmed, please explain.

d. Please confirm that the third column contains the number of entry points when a
publication is entered in more than one postal facility and explain the meaning of the
expression “dyn” in some rows.

e. Please confirm that the numbers in the fourth column express the value of the
sack minimum parameter that was used in generating the presort for each publication.
If not confirmed, please explain.

f. Please indicate the actual number of pieces per sack and pieces per pallet for
each of the 25 publications.

g. Please indicate for which of the 25 publications you assumed machinability for
the purpose of determining the postage under the proposed rates and the criteria you
used to determine machinability.

h. Please confirm that, having deleted the mail.dat files used, you are no longer
capable of replicating the numbers shown in the attached table and the corresponding
entries in your Exhibit LB-1. If not confirmed, please provide the data from which the
numbers can be replicated.

24003754
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Response of ABM to TW et al./ABM-T2-10

RESPONSE

a. Confirmed, but please note that | considered Adweek/Mediaweek to be one

publication for this chart because they mailed together for this issue.

b. The percentages entered in the columns labeled “% 3 dig” and “% 5 dig” are the
percentage of pieces in the mailing that are sorted to 3 digits and 5 digits, respectively.
The percentages greater than zero in the columns labeled “% SCF” and “% ADC” are
the percentages of copies entered at destination SCFs and ADCs, respectively. Please
note that the zeros entered on many rows in these columns do not necessarily indicate
that no pieces were entered at DSCFs and DADCs. For some reason, blanks became
zeros. | included the DSCF and DADC information only for the publications with
multiple entry points. The reason that “the numbers in some rows” add up to more or
less than 100% is that there is no reason to be adding them. The 3-digit and 5-digit sort
numbers can be added, and the SCF and ADC entry numbers can be added, but there

is no reason to add the former, which represent piece sortation, with the latter, which

indicate entry.
C. Confirmed.

d. Confirmed that the third column contains the number of entry points. “Dyn”
stands for dynamic entry, which means that the number of entry points changes from

issue to issue, but it is always at least 10.

e. Confirmed.
f. Because [ did not retain the mail.dat files, | do not have this information.
g. | do not recall making any assumption. | believe that all of these publications

would qualify as machinable, and | assume that the Time Warner-supplied Access file,

applied to our mail.dat file, included some assumption or test.

h. Confirmed.



Response of ABM to st al./ABM-T2-10

Attachment to TW et al./J/ABM-T2-10

" Public -+ Frq | Eny  MAILE | Sack | pcwt *ad % | Plis | Sacks | %3dg %5dg %SCF %  lissue lissue | Change  Annual
ation PP D Min ! | : ! ADC  Postage | Postage | i Cost
| | | Now | i " T e )
f___9__1____‘i___4_$___ C 19 22193 1 20 0 0350 | 54% | 4 | 419 36.4% _| 50.5% | 22.8% 22.6% | $6313 | $6418  17% | $5.040
027 12 62265 | 20 | 0460 | 19% | 42 398 | 44.0% @ 554% | 0.0% ' 0.0%  SI8.501 $20355 | 10.0% | $22.248
93120 14864 24 0220 | 40% | 0 . 314 | 58.6% 29.2% ! 0.0%  0.0% _ $4,255 | S4767 | 12.0%  $6.144
S04 T, 24833 | 24 0400 _55% | 4 | 415 | 40.6%  530%  00%  0.0% . $8717 |'§9.227° 59%  $3,570 |
95 a2 170397240060 ¢ 51% T 0 | 398 71.5% 18.6% | 0.0% _ 00% | $5012 $5.631  12.4% | $7.428
L9612 30,405 24, 0300 | 59% 0 | 684 . 45.0% | 48.9%  0.0% | 0.0%  $9.816 . $10,832 , 104% | $12.192
97317 L 986 6 0550 | 30% | 0 709 | 49.8%  269% 21.6% 0.0% 53,864 | 85008 | 296%  $58.344
L0845 1 19 16760 | 20 10370 | 49% | 1 352 | 45.0% | 41.6% | I8.5% @ 24.3% & $4.934 :__‘1;_4_9_7_1____ 0.7%  $1.665
99 24 | , 55699 | 20 0240  36% . 7 | 787 | 38.1% | 57.5% | 13.6%  43% | $13853 | §14062 | 15% - $5.016
100 22*' .., 30523 | 24 0230 0 46% . 4 | 486 | 33.1% | 51.7% | 0.0%  0.0%  $8,206  $8.940 ~ 89% | $16,148
101 12 1 Dyn | 30,204 | 24 : 0.620 | 38% ' 32 | 274 {221% | 97% | $10.271  $10403 = 1.3% | $1,584
102 151 Dyn | 71904 | 20 | 0570 | 64% | 71 | 215 4419 | 48.4% | 9.4% | 12.9% | $26.614 | $25977  -2.4% | -$9.555
103 |13 0 2 | 22398 1 20 ! 0360 | 45% | 0 | 664 60.1% ' 265% i 149% | 145%  $6.897 | | S12311  78.5% | $70.382
104 |13 ] 49,452 © 24 | 0.390 | 58% | 10 | 820 | 63.6% | 329% | 0.0% | 0.0%  S$I17.987 | $29.789 . 65.6% | $153.426
105 |12 1 25969 | 24 | 0600 | 65% | 7 | 477 61.2% | 24.09% | 0.0% @ 00% @ $11,895 1__$_1_2___1511 22% | $3072
106 | 15! 36300 24 | 0530 | 60% | 27 | 345 | 49.4% | 47.3% | 0.0% | 0.0% __‘ $14.608 | $15242 ' 43% | $9,510
107 | 12 ) | 40992 24 | 0410 | 54% | 22 | 386 | 37.0% ' 583% @ 0.0% | 0.0% $14,055 | $14691 | 45% | $7.632
108 | 12 50480 | 24 | 0270 | 51% | 11 | 645 | 38.1% ! 58.9% | 0.0% 00%_ $15,004 ‘__$_1_§_8'ﬂ‘ 57% | $10.188
109 | 12 Dyn . 30047 24 | 0580 | 57% | 26 | 380 . 614% ' 32.1% ' 145% | 12.6% | $11500 | $11.768 = 2.3% | $3.216
110 | 20 . Dyn ! 121540 | 20 | 0.280 | 51% | 53 | 647 | 185% ' 63.7% . 15.1% | 19.3% | $30,516 $36,423 -0.3% | -$1.860
M p a2 17.805 24 10570 [ 53% | 3 0 393 [ 64.3% | 222%  0.0% | 0.0% . $7.331  $7.737 | 55%_ ; $4.872
M2 [ 12 63938 | 20 0350 [ 37% | 8 | 1105 | 484% 452% = 0.0% | 0.0% | $19,126 ' $20577 | 76% ' $17.412 .
113 44 7 3 8019 | 6 | 0.220 | 48% | 4 406 | 24.8%  40.5%  32.8% | 0.0%  $1,917 : $3.078 | 60.6%  $51,084
114 | 13 | Dyn . 73,238 | 20 | 0.560 | 58% | 138 | 203 | 309% | 58. 0%4 22.4% | 13.4%  $24,297 - $25722 | 59%  $18,525
Y i 42012 | 24 [ 0310 ] 54% | 13 583 | 40.0% @ 529% | 0.0% | 0.0%  $13,142  $22.960 | 747% | $107.998
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ABM-T-2
BEFORE THE
POSTAL RATE COMMISSION
WASHINGTON, D. C. 20268-0001

COMPLAINT OF TIME WARNER INC. ET AL.
CONCERNING PERIODICALS RATES Docket No. C2004-1

DIRECT PREPARED TESTIMONY OF LOU BRADFIELD
ON BEHALF OF AMERICAN BUSINESS MEDIA
(September 9, 2004)

My name is Lou Bradfield, and | am submitting this testimony on behalf of
American Business Media. The general purpose of my testimony is to respond to
certain assertions and assumptions that have been put forth by the complainants to
support a radical and, | believe, potentially very harmful change in Periodicals rate
design. As someone with substantial experience in both the printing and distribution
sides of the business, and who has worked with both large and small circulation
periodicals, | think that | am well equipped to comment on some of the issues raised by
the proposal.

Many businesses, including publishers and printers, have developed business
models based upon the type of rate structure that has been in existence for many
decades, a structure that has changed gradually over the years to reflect changes in
processing costs and to more fully reflect those costs.

Adaptation to these changes has for the most part been possible, although, also
for the most part, smaller circulation Periodicals appear to have absorbed more of a

burden than larger circulation Periodicals. For example, | recall that in Docket No.
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MC95-1, the reclassification case in which | testified for what was then American

Business Press, the Commission rejected the proposed split of the Periodicals class but
recommended rate changes, such as a very large increase in the carrier route discount
(1] 5328), that caused the rates for smaller circulation periodicals to increase while those
for the largest publications decreased. | understand that per copy postage for Time and

Sports [llustrated are now about what they were prior to the decision in MC85-1, and

that as proposed they would be lower than they were a decade and several rate
increases ago.

I submit that even though it might be reasonable for the Commission to consider
recommending some modest changes, it should reject the major overhaul proposed for
many of the same reasons that it rejected the major overhaul in the reclassification
case. | think that the Commission well understands that big rate changes that will
allegedly “drive costs out of the system” might well drive mailers out instead.

Autobiographical Sketch

My present position is Corporate Distribution Director for VNU Business
Publications, where | have been employed for two years. VNU publishes forty- eight

titles, among them some that are relatively known, such as The Hollywood Reporter,

Billboard, and AdWeek, and some that are highly specialized and well known only in

their field, such as Beverage World, Sales & Marketing Management and one of witness

Gordon'’s favorites, Kirkus Review. My present responsibilities include managing the

mailing and distribution of all of VNU's titles.
Prior to joining VNU, | held similar positions over the past twenty-two years at

Cahners Publishing (now Reed Elsevier), Mack Printing (now Cadmus),
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and TV Guide Magazine where | handled both production and distribution functions. In

addition, | have also consulted for Dennis Publishing, Deutsche Post Global Mail and
others.

I have been a MTAC member for several years and the Industry Co-Chair for the
USPS Periodicals Focus Groups in the Eastern and Capital Metro Areas since 1994. |
have spoken at Postal Forums and MAILCOM, and am a Certified Mail and Distribution
Systems Manager (from Mail Systems Management Association). | have also attained
the Periodicals Professional Certificate from the USPS. | have a certificate in Criminal
Justice from Villanova University and Associate in Arts degree from California State
Merced.

Cost-based Rates

If there is a single, overriding theme in the complaint and testimony, it is that
there should be cost-based Periodicals rates. | certainly do not pretend to have Mr.
Stralberg’s expertise in measuring the Postal Service’s costs or Mr. Mitchell’'s expertise
in turning those costs into rates. Nevertheless, it is not essential to have that level of
expertise to conclude that the end result of their efforts do not represent appropriate
rates for Periodicals.

In this regard, | should note up front that it is difficult to address the rate structure
in a vacuum. Although, for example, | believe that the more than $3 per sack charge
proposed would be devastating to many small publications, | cannot say that a 3¢ per
sack charge—to pick an extreme and unrealistic number—would create any problems.

Therefore, to the extent that | discuss the proposal in terms of the rates that were
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proposed but that the Commission has ruled are not at issue, | do so because it is
necessary to put some context on the proposal.

My primary objection to the proposal is that it elevates costs and cost-based
rates so far above all other rate factors (except ECSI value, limited to the markup and
the editorial discounts) that it essentially ignores them. For example, Mitchell says (Tr.
851-52) that he considered the impact on mail users, but he really didn't, at least not in
any way that matters. He was asked whether he ran his numbers against actual
Periodicals, and he said that he had not (Tr. 989, 1168). Witness Stralberg concedes
(Tr. 160-61) that he did no analysis of the own-price sensitivities of mail with no
alternative to sacks and mail that cannot be drop shipped. |find it strange that the
complainants asked American Business Media and others for all sorts of detailed data
from which one can calculate the effect of the proposed rates only after they completed
the filing of their testimony. And, apparently, they did not even calculate the effect of
the proposal on their own publications, including some that are low in circulation and are
likely to see rate increases. For example, witness McGarvy's Exhibit JM-1 shows two
Time Warner pubiications (Time for Kids and Motocross) with increases of 28% and

73

12% respectively. Although Time Warner stands to gain more than $4&million in

annual savings from the proposal, according to that exhibit, and I'm sure wouid not lose
any sleep over those two increases, increases like that should have at least given the
complainants pause and led to some more serious investigation of the impact of the
proposed rates on publishers who produce publications that would cause them to see
only the red ink. Furthermore, Mr. Mitchell's claim that his proposal goes easy on

adversely affected *high zone” mailers (Tr. 836) is of little consequence, given the
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extremely low markup of 1.3% that certain of his assigned costs avoided (Tr. 1036-37).
Although he assumed that there are price points at which mail would leave the system,
he did not study the issue (Tr. 162).

For a more complete picture of the impact, American Business Media has not
only created witness McGarvy's Exhibit JM-1 but also Exhibit LB-1 attached to this
testimony. Early in this proceeding, American Business Media's counsel asked a
number of American Business Media members to attempt a calculation of the impact of
the Time Warner proposed rates, a task that only some can perform, because the
calculations require mail.dat files, which not everyone uses. It also required use of an
Access file that Time Warner developed and made available. Eventually, five American
Business Media members were able tc produce the requested comparisons, and they
cover :l-zgpublications. Excel spreadsheets with the results were provided to American
Business Media’s counse!, and they have now been provided as well, with publication
names removed, to Time Warner in response to a request for production of documents.

Not all of the members produced the same type of spreadsheet. The attached
Exhibit LB-1 was created from those spreadsheets and includes some of the more
meaningful data that were contained on at least most of them. Thus, the columns show
per copy circulation, weight, percentages sacked and palletized, per issue postage
under the present and proposed rates and the percentage change.

Although this is not a scientific sample of the 1,500 or so Periodicals that are
members of American Business Media, it does appear that the 10% sample is
reasonably representative in many respects. | would guess, however, that since it was

only larger companies that were able to perform the calculations, the number of
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publications with circulations over 100,000 (eighteen) is not representative. On the
other hand, the average number of copies per issue of 54,187 seems about right.

The range of impacts is quite large, from five publications with modest reductions
to ten with increases greater than 50%. The non-weighted average of the increases,
that is, the average of the percentage increases and decreases, is about 13%. As |
would have guessed from the rate design, the largest increases tend to be for the
publications with relatively high percentages of sacks. | also would guess that, as the
complainants are reading this testimony, they are repeating to themselves and perhaps
to each other that these numbers assume that mailing practices do not change, and one
purpose of their proposal is to “encourage” mailers to change their "behavior” (or force
them to pay for the services they allegedly receive if they do not).

| agree. The numbers do assume no change in mailing practice, and there is no
doubt that for some of these publications, the increase in postage cost can be
ameliorated, or in certain cases perhaps even reversed, if mailers take such steps as
increasing sack size, co-mailing, or co-palletizing. But there is also no doubt that of
the 25,000 or so outside-county Periodicals in the mail (Tr. 1041), a good number would
be staring at increases of the type portrayed at the upper end of the range on my exhibit
with no reasonable opportunity to change their mailing practices.

American Business Media witness McGarvy has touched on the issue of
increasing sack sizes even for publications that have the volume to do so. | will address
these cost-saving measures later.

First, however, | must discuss cost-based rates some more. To begin with, as

I've already said, the complainants treat maximization of cost basing and the “efficiency”
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it would create as if they were the 11th commandment. But they are not. We all agree
that rates should to some degree reflect costs, and they already do, as | will show. But
the fine tuning in the proposal——creating a rate element for virtually every cost-causing
characteristic—is not the appropriate goal of postal rate making, especially for
Periodicals.

The Commission knows this. In Docket No. R-87-1, at ] 5510, it said: “There
are criteria in the Act besides those looking to economic efficiency. . . ." In Docket No.
R94-1, it ruled that Section 101(a) of the Postal Reorganization Act requires
considerations of all policy objectives “rather than allowing efficiency to dominate.” It
put these theories to work in the reclassification case, Docket No. MC95-1, a case in
many ways like this one. There, according to the Commission (page ii), under the rate
structure proposed for Periodicals, “publishers of small publications and small
circulation newspapers would pay more [and]. . .large circulation publishers would pay
less.” More specifically, an average of 17% more and 14% less (] 5122). The
Commission rejected major changes to the Periodicals rate structure, finding (Y 5134)
with words still appropriate that it would be wrong to place “excessive emphasis on
‘driving costs from the system’ and ‘changing mailers’ behavior™ without full
appreciation for the impact on those that cannot change or could do so “only after
considerable adjustments in about every aspect of their operations. . . ." it determined
(11 5132) that the proposal there, like the proposal here, might “make the formation of
new periodicals more difficult by withholding the most favorable rates from publications

which have not attained significant levels of market penetration.”
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From the complainants’ complaints one would think that today’s Periodicals rates
are randomly developed and not based on costs and are aberrational in that regard.
From my perspective, not only are Periodicals rates cost based, they are over time
becoming increasingly cost based, and they are probably more cost based than the
rates that apply to most mail. One way to demonstrate on a general basis that
Periodicals rates are cost-based is to compare the rates for the periodicals that are less
costly for the Postal Service to handle with the rates for those that are the more costly.

This comparison was made by American Business Media witness McGarvy, who
compared the rates paid by Time Warner's weeklies with the rate Crain pays for a
publication of equivalent weight and ad content. Crain's rate is 66% higher. Another
place to look is at the rates paid by the complainants themselves for a single publication
mailed in mass quantities for its main file mailing and mailed in smaller quantities in
supplemental mailings. The data at Tr. 73 to 75 and 116 to 126 (see also Tr. 263)
contain telling comparisons, for example:

¢ Money's main file mailing contained 1.8 million pieces, with per piece postage of
22.96¢. Its supplemental mailing contained 17 thousand pieces at 38.19¢ per
piece, or 66% higher (coincidentally the same difference shown by witness

McGarvy).

¢ The main filing mailing of Conde Nast's Bon Appetite contained 1.1 million pieces
and paid postage of 36.86¢ per piece, while the 28,067 piece supplementa!l

mailing paid an unappetizing 46.72¢ per piece, a 27% difference.

e Conde Nast's Brides pays 55¢ per (heavy) copy in its main file of 127,000, but
84¢. or 53%, more for its supplemental mailing of 5,890.

Time and Conde Nast do not pay these much higher rates because they like to,
and the Postal Service does not charge more for the supplemental mailings to
discourage small mailings more typical of American Business Media member

circulation. Rather, the rates for the supplemental mailings are higher because the

-8 -
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Postal Service's costs for these smaller, less work-shared mailings are higher, and the
cost based rates in effect today reflect those cost differences. Witness Stralberg
confirmed that these rate differences reflect cost differences (Tr. 236).

One look at the complex Periodicals rate structure shows just how cost-based it
is. As the Commission knows, there are a number of piece rates reflecting processing
cost differences as part of a piece/pound structure that seeks to recoup both piece-
retated and pound-related costs. The zoned advertising pound rate is based on
distance-related costs, and there is a modest sack/pallet differential as well as a
barcode discount. Witness Mitchell agreed that at least most of the elements of
Periodicals rates are cost based, to varying degrees Tr. 938-46 and 1148-50. |
understand that there is some cost averaging in the Periodicals rate, just as there is in
any broadly applicable rate. Even the complainants are willing to accept some
averaging, as shown by witness Stralberg’s support for a cost-averaged bar code
discount (Tr. 225).

One might conclude from the vigorous attack on Periodicals rates as not “cost
based” that they lag behind other postal rates in this regard. But witness Mitchell also
contended that First-Class rates are not cost based (Tr. 935) and that Standard rates
are not cost based (Tr. 936). He wouldn’t commit on parcel post (Tr. 937). Certainly,
neither First-Class not Standard rates are zoned by weight (although Standard rates do
reflect drop ship discounts). In addition, even though Periodicals rates appear to be at
least as cost-based as other rates, Periodicals rates are supposed to reflect content,
which is not a cost consideration. Deviation from pure cost-based rates is therefore to

be expected. Witness Mitchell said he has “no personal problem” with a rate for a 100%
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editorial Periodical that is below cost or with the “price signal” that sends (Tr. 1150-52).
I don’t know why he should be so concerned with cost averaging as a way to preserve a
broad and diverse Periodicals class.

| said earlier that American Business Media and | are not opposed to serious
study and consideration of measured changes that are likely to produce lower Postal
Service processing costs without imposing undue hardship upon a segment of the
Periodicals class. Doing so, however, it seems to me, requires simultaneous
consideration of up-to-date Postal Service processing costs, projections of changes in
those costs in the short and intermediate term future and the rate structure, along with
an analysis of the likely impact of such changes on all types of Periodicals mailers.
Perhaps that was what witness Mitchell was referring to when he made a presentation
in which he contended that changes in Periodicals rate design could not be made by the
Commission and that the Postal Service must do studies to support the changes (Tr.
902).

I'm sure that witness Stralberg did what he could with what he had, but he used a
mode! from R2000-1 updated with the data used to develop fiscal year 2003 costs in
R2001-1 (Tr. 21). We are almost in fiscal year 2005, so the data, productivity, mail flow
assumptions, etc. are at least two years old. Cost estimates, of course, lose their
accuracy over time (Tr. 173).

However, things are changing, including the Periodicals processing environment,
with widespread use of the AFSM 100 flats processors, introduction of the Automated
Package Processing System (see Tr. 179), steps to reduce bundle breakage and, as |

understand it, substantial reduction in the use of processing annexes. At August's

-10 -
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Periodicals Operations Advisory Committee and Mailers Technical Advisory Committee
meetings, the Postal Service reported that it has been able to reduce its transportation
costs by shifting from rail to truck. That announcement was trumped at the end of
August, when Amtrak announced that, effective October, it will no longer carry mail. In

an August 31% article in the Washington Times, an Amtrak spokesman was quoted as

saying that most of the Amtrak mail is “a lot of magazines” on long-distance routes. The
Postal Service will have to tell us what this announcement means for Periodicals service
and transportation costs.

The Postal Service also reported that it is still moving ahead with plans to
develop the ability to package or sequence flats to delivery points, as it now does with
letters. It has not yet decided whether to go with the more complicated DPP (Delivery
Point Packaging) or the less complicated FSS (Flats Sequencing System) approach. It
has, however, already completed Phase 1, concepts and simulations, and is now
reviewing proposals in Phase 2. There will soon be awards that will encompass the
building of a prototype for FSS and the building of a “test bed” of critical components for
DPP. If all goes well, there could be a field test of an FSS prototype in March 2006,
field-testing of DPP, if pursued, two years later.

What all of this means is that the pattern of cost incurrence is likely to undergo
significant change in the next few years, and | think it would be a mistake to restructure
rates without consideration of those changes. From the perspective of the
complainants, of course, there is no reason o wait, since they will save tens of millions
of dollars a year without the need to change a thing and without a penny of incremental

savings o the Postal Service. To the extent that these very large, very knowledgeable
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and very sophisticated mailers can make some changes, they stand to save even more,
but should they choose to wait with those changes, they would still enjoy the very
substantial benefits of the rate design they have proposed.

The picture looks very different to the small publishers and printers who even the
complainants admit would have to change (if they can) to avoid punishing rate
increases for publishers and loss of business for printers. Efforts are underway and
shouid be continued to encourage smaller publishers and printers to engage in cost-
saving practices, if they can. | certainly hope that with the latest announcements from
Fairrington and Quebecor World discussed by withess McGarvy, co-mailing and co-
palletization will be available to and used by many more Periodical mailers to reduce
their and the Postal Service’s costs.

No rate change is necessary to produce this result. | agree with witness Schick
(Tr. 430 and 504) that the co-mail incentives today are adequate, for those that are able
to participate. We seem to agree that for most periodicals, the drop ship incentives are
also adequate, since he testified that Quad/Graphics can drop ship down to and
possibly below 15% advertising content (Tr. 436 and 525) despite the flat editorial rate.
Drop ship incentives today are such that, according to witness Mitchell (Tr. 976), 69.2%
of all Time Warner pieces are entered at either the DSCF or the DDU. For TV Guide,
the percentage is a remarkable 89.6%, for Newsweek 73.18%, for Conde Nast 67.44%,
and for Readers Digest 65.05%.

My concern is for the weeklies, the very small publications, the small printers with
relatively few publications and others that cannot turn a switch or run a program to

change their mailing characteristics or the way that they prepare mail. Witness Schick

-12-
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recognized that, even with all of the resources of Quad/Graphics and its admirable
history of co-mailing, his clients have valid reasons for not béing able to co-mail,
including daily or weekly production schedules that would be difficuit to adjust or
expand, differing trim sizes, printed polywrap and multiple insertions (Tr. 414), and he
added that publications or versions with fewer than 1,500 pieces cannot be co-mailed
as a practical matter (Tr. 448). He repeated (Tr. 425) that, even with the multiple and
sophisticated co-mail pools run by Quad/Graphics, weekly publications in co-mail pools
would risk missing critical entry times.

In addition, publications in a co-mailing program such as that at Quad/Graphics
cannot at the last minute delay their printing to accommodate a late-breaking story or a
lucrative, last-minute advertisement without incurring huge costs for re-running the co-
mail software (Tr. 418), even though there are, according to witness Schick (Tr. Tr.
5186), publications that believe that they must do so. Business-to-business publications,
even many monthlies, are time sensitive news publications, and they cannot afford to
wait an entire month to cover a late-breaking story in the industry or profession that they
cover.

| understand from the Quebecor World press release that it may be able to
overcome that problem. | hope so. But that does not mean that publishers that now
print at other printers can simply move their work to Quebecor World (or
Quad/Graphics) in order to take advantage of co-mailing, assuming that the other
problems, such as with weeklies, can be overcome. The typical printing contract is for a
3-5 year duration (Tr. 509), according to witness Schick and my own experience, so

even if a publisher wanted to make the move, and even if that publisher’s periodical(s)
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could be co-mailed, and even of the publisher was one whose business was desired,
and even if the publisher thought that the new, large printer would provide all of the
assistance that a smaller and perhaps closer printer could provide, it could still take
years to make the change. And witness Schick agreed (Tr. 509) that when a publisher
“has to pull up stakes in one place and move, depending on the amount of work it is and
the complexity, that's a big deal for them too. . . "

Where | disagree with Mr. Schick is with his view that entry into the co-mail
business is relatively simple and inexpensive and that, as he said, any printer with a 4-
pocket Sitma can co-mail (Tr. 471-72). | suppose that, taken literally, it's a true
statement that even a printer printing four small publications a month can run them on
its 4-pocket Sitma and co-mail, but I'm sure that Mr. Schick would agree that it would
not and could not do so as a practical matter. For one thing, they would all have to print
at roughly the same time of the month (unless some agreed to sit around a couple of
weeks). For another, the ability to make four 20,000 circuiation publications look for
postal purposes like one 80,000 publication is unlikely to lead to substantial
improvement in the ability to avoid sacks and the worst of the proposed rates.

Co-mailing takes volume. It's no accident that nine out of Quad/Graphics’ ten co-
mail pools per month contain one participant with at least 100,000 copies and that eight
of those ten have a participant with at least 250,000 copies (Tr. 391). Of the 105 titles
that participate in the Quad/Graphics co-mail pools, only thirty have circulation less than
100,000 and more than half have circulation in excess of 200,000. Numbers like that

are impossible for shorter-run printers. | would also point out that, in contrast to the

-14 -
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theoretical 4-pocket Sitma co-mailer, Quad/Graphics’ primary co-mailers contain 24
pockets (Tr. 472), and Quebecor World plans to install 30-po§ket co-mailers.

Even assuming that a printer has sufficient volume of eligible material for co-
mailing, that printer must have both the time and the financial resources to commence
co-mailing. According to witness Schick, it would take about twelve to eighteen months
to install co-mail equipment and software (Tr. 440), and to get started with a 24-pocket
co-mailer would cost from $500,000 to $2,000,00 (Tr. 433-34). From what | have been
able to learn, these costs are likely to be at the upper end of this range: $1,500,000 to
$2,000,000. But the time frame suggested by Mr. Schick, while accurate if measuring
the time from ordering a machine to making it operable, fails to take into account the
time it would take for a new entrant to study the issue and obtain both customer and
investment commitments. These steps could take about a year.

In addition, consideration must be given to the large amount of floor space that
must be devoted not only to the machine itself but also to the staging space needed
both before and after co-mailing. Many printers handling short-run titles have limited
space now, and some are land locked. Even if additional floor space can be obtained,
the time and money necessary to do so must be added into the equation.

Despite these threshold impediments, publishers of shorter run publications are
moving in the direction that the complainants wish to "encourage” with rate carrots and
sticks. VNU began co-mailing nine of its titles this summer, and our experience,
combined with comments to me by several printers, indicate that we can expect to see

gross postage savings of about 9% to 15%, with the added front-end costs eroding
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around half of that number. For our titles for a couple of months, the net postage saving
has been about 4.5%. | expect that number to improve over time.

To me, the bottom line is that more co-palletizing and more co-mailing can be
done, is being done and will be done. It takes no rate design change to encourage
mailers to avoid the costs and damage of loading their publications into many small
sacks or to encourage the nation's larger bublication printers to move forward in this
area. The main effects of the rate design and rate changes proposed here would be to
provide millions of dollars of rate reductions to those periodicals already paying the
lowest rates while imposing much higher postage costs on those unable to participate in

the proposed “race to efficiency.”

-16 -

1701



1702

RECEIVED
POSTAL RATE COMMISSION

004 NOV 12 A & 5b

POSTAL RATE COMMISSION

COMPLAINT OF TIME WARNER INC. ET AL. OFFICE OF THE SECRETARY
CONCERNING PERIODICALS RATES Docket No. C2004-1
DECLARATION

|, Lou Bradfield, hereby declare under penalty of perjury that:

The Direct Prepared Testimony of Lou Bradfield on Behalf of American Business
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Corrected and Revised Per POIR-3

Exhibit LB-1: Page 1 of 4

Avg Per issue Per issue
Circ. per Weight | Edit. % % postage postage Postage
Publication copy {Ibs.) % Sacked | Palletized (Current) (Proposed) % change |

| 153,500 053] 39 11 89 $31364.00 $34,700.00 10.64
2 126,000 036] 139 3 77 $29.495.00 $30,527.00 3.50
3 83,000 0.23 50 52 48 $18,575.00 $19,848.00 6.85
4 32,000 036 49 65 35 $6,386.00 $7.096.00 11.12
5 26,000 031 47 88 12 $6,917.00 $7.462.00 7.88
6 131,700 045 | M 24 76 $43 366.00 $48,007.00 10.70
7 44,000 022 51 78 2 $9,091.00 $9,996.00 9.94
8 77,300 036| 56 39 61 $21326.00 $22 386.00 4957
9 46,000 0.19 57 86 14 $9.831.00 $10,856.00 1042
10 77,000 025 47 82 18 $15,147.00 $15,994.00 5.59
1 64,000 0.21 35 97 3 $9,947.00 $10,941.00 10.00
12 92,500 030 | 38 17 3 $23.159.00 $25,618.00 10.62
13 68,000 037 48 49 51 $19368.00 $20,305.00 4.84
I4 99,000 0.21 35 27 3 $22.883.00 $24.335.00 635
13 42,000 034 41 37 $12313.00 $13,122.00 6.57
16 157,500 043 45 11 89 $48.345.00 $48.882.00 1.11
17 48,000 031 33 94 6 $12,511.00 $13 374.00 6.90
18 21,000 033 3| NiA N/A $7.412.00 $8,042.00 8.50
19 54,000 038 43 70 30 $16,196.00 $16,847.00 4.02
20 38,000 (.38 44 79 21 $9.031.00 $10,107.00 11.91
21 36,500 024] 49 97 3 $8.835.00 $9,762.00 10.40
» 96,500 028 30 39 61 $23,705.00 $24,723.00 4.27
3 152,000 0.24 56 20 80 $36,987.00 $37.826.00 2.27
24 76,000 034| 45 30 71 $23,681.00 $24,564.00 3.73
25 87,000 0.30 42 42 58 $21383.00 $22.381.00 4.67
26 100,000 027 43 26 75 $20,114.00 $21,446.00 6.62
27 82,000 022 65 54 46 $16,622.00 $18,186.00 9.41
28 42,000 0.29 61 90 10 $8,211.00 $9,241.00 12.55
29 76,000 031 46 74 26 $22.083.00 $23,670.00 7.19
30 101,000 020 40 20 80 $24312.00 $25,879.00 645
31 38,000 02| 45 87 13 $10,115.00 $11,070.00 944
32 163,000 025 41 30 70 $31.041.00 $32,513.00 4.74
33 91,700 016 39 66 34 $19,576.00 $21,263.00 8.62
34 96,600 028 42 34 66 $21,254.00 $22,550.00 6.09
33 22 000 039 481 N/A N/A $6.067.00 $6,247.00 2.96
36 63,700 035| 39 62 38 $15,632.00 $16,483.00 545
37 93,000 0.27 62 32 68 $21.350.00 $22.859.00 7.07

2401264
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Corrected and Revised Per POIR-3

Exhibit LB-1: Page 2 0of 4

Avg Per issue Per issue
Circ. per Weight | Edit. % % postage postage Postage
Publication copy (ibs.) % Sacked | Palletized {Current) {Proposed) % change |
38 10.600 036 45| NA N/A $3,778.00 $4.108.00 8.72
39 43,000 024 4 31 19 $10,581.00 $11371.00 746
40 102,000 0.69 37 27 73 $33,841.00 $34,988.00 3.39
41 65,000 037 45 2 71 $20,671.00 $21,517.00 4.09
42 174,000 0.27 40 17 &4 $26,402.00 $29,352.00 11.18
3 28,000 021 521 NA N/A $6,057.00 $6,412.00 5.86
+ 21,000 034| 60| NA N/A $5,741.00 $6.318.00 10.06
45 35,000 034 48 72 28 $7.456.00 $8,153.00 935
46 46,000 0.21 63 69 31 $11,573.00 $12,667.00 945
47 19,700 037 47 9] 9 $6,112.00 $6.576.00 7.58
18 27,200 084 M 64 36 $10,885.00 $11,738.00 7.83
49 17,600 0.29 521 N/A N/A $4.162.00 $4.364.00 4.87
50 7.000 0.20 581 NA N/A $2.118.00 $2,234.00 548
51 55,000 1.14 45 34 66 $26,689.00 $28,710.00 7.57
52 18,000 0.67 57 73 27 $7.382.00 $8,223.00 1139
53 16,000 033 52 N/A N/A $4.490.00 $4.764.00 6.11
54 26,000 033| 70 87 13 $3,768.00 $6,118.00 6.08
55 37,000 0.77 59 55 45 $16,279.00 $17.662.00 8.50
56 2,200 0.22 55| NIA N/A $523.00 $343.00 3.89
57 17,000 035 65| N/A N/A 5.268.00 $4.891.00 (7.16)
58 31,300 0.73 41 N/A N/A $11,269.00 $14,707.00 30.51
59 8300 021 56 31 69 $2,188.00 $2,318.00 591
60 8,700 0.22 57| NA N/A $2.348.00 $2.403.00 235
61 10,800 031 55 61 39 $2,891.00 $2.881.00 (035)
62 6,300 024] 56| NA N/A $1,701.00 $1,731.00 1.74
63 11,600 0.3 55 72 28 $3,295.00 $3,375.00 242
64 8,800 0.25 58| NA N/A $2.424.00 $2,488.00 2.65
65 7,000 0.25 50 22 78 $1,830.00 $1,772.00 (3.19
66 10,500 032 47 31 69 $3,256.00 $3.451.00 597
67 10,400 0.22 57 11 89 $2.773.00 $2.925.00 548
68 7.300 0241 30 66 34 $2.013.00 $2.078.00 33
69 7.000 0.26 52 14 86 $1.945.00 $2.094.00 7.65
70 40,500 0.53 42 23 77 $14,915.00 $17,900.00 20.01
71 49,500 043 49 22 78 $15,593.00 $19,142.00 2276
72 21,800 055] 43 64 36 $8.451.00 $10,450.00 23.65
73 160,000 038] 46 71 29 $40,116.00 $54,067.00 34.78
74 88,000 042 46 79 21 $33,983.00 $47.266.00 39.09
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Corrected and Revised Per POIR-3

Exhibit LB-1: Page 3 of 4

Avg Per issue Per issue
Circ. per Weight | Edit. % % postage postage Postage
Publication copy (ibs.) % | Sacked | Palletized {Current) (Proposed) % change |
75 39,000 027 | 47 86 14 $10319.00 $14,537.00 40.88
76 364345 022 4 21 79 $89,633.00 $99333.00 10.82
77 194,152 033 54 34 66 $45,038.00 $52,059.00 15.59
78 311,522 026| 61 33 67 $66,973.00 $79,958.00 19.39
79 47,805 019 53 8 9”2 $3,266.00 $3,550.00 8.70
80 33,056 0.18 55 10 90 $5,246.00 $5,340.00 1.79
81 18,912 020! 43 9 91 $1,174.00 $1,348.00 14.82
82 61,074 0.20 62 14 86 $5.121.00 $6,161.00 2031
83 31,320 035 50 79 2] $9,440.00 $13,923.00 47.354
84 24,519 0.16 48 100 0 $6.869.00 $11,384.00 63.73
85 15,605 0.17 36 100 0 $4,294.00 $7.158.00 66.70
86 17,985 0.18 45 100 0 $5,375.00 $8,187.00 5232
87 33,093 0.21 38 100 0 $9,013.00 $16,225.00 80.02
88 135,960 038 | 48 24 76 $41.038.00 $43.680.00 6.44
89 196,920 032 33 26 74 $18,164.00 $50,138.00 4.10
90 154,277 042 H 27 3 $43 327.00 $45.604.00 526
91 22193 | 0350 46| NA N/A $6,313.00 $6,418.00 1.66
R 62,265 | 0460 81 N/A N/A $18,501.00 $20,355.00 10.02
93 14864 | 0220 60| NIA N/A $4.255.00 $4,767.00 12.03
9 24833 | 0400 45| NA VA $8,717.00 $9,227.00 585
95 17,139 0.160 49 N/A N/A $5,012.00 $5.631.00 1235
96 30405 0300| 41 N/A A $9.816.00 $10,832.00 1035
97 11,986 0.550 70| N/A N/A $3.864.00 $5,008.00 2961
98 16,760 | 0370 51 N/A N/A $4.934.00 $4,971.00 0.75
99 55699 0240 64] NIA N/A $13.853.00 $14,062.00 1.51
100 30523 | 0230 541 NA N/A $8,206.00 $8,940.00 8.94
101 30204 | 0620 621 N/A N/A $10,271.00 $10,403.00 1.29
102 71904 03701 36] N/A N/A $26,614.00 $25,977.00 (2.39)
103 22398 | 0360 551 N/A N/A $6,897.00 $12311.00 78.50
104 49452 | 03% 1] 42| N/A N/A $17,.987.00 $29,789.00 6561
103 25969 | 0600 35| NA N/A $11,895.00 $12,151.00 2.15
106 363001 0330 40| NA VA $14,608.00 $15,242.00 434
107 40992 040| 46| NA N/A $14,055.00 $14,691.00 4.53
108 50480 0270 49| NA /A $15,004.00 $15,853.00 566
109 30,047 0380 43| NA N/A $11,500.00 $11,768.00 233
110 121,540 | 0280 49| NA N/A $30,516.00 $30,423.00 (0.30)
111 17.805 0.570 47 N/A N/A $7331.00 $7.737.00 5.5
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Cormrected and Revised Per POIR-3

Exhibit LB-1: Page 4 of 4

Avg Per issue Per issue
Circ. per | Weight | Edit. % % postage postage Postage
Publication copy (Ibs.) % Sacked | Palletized (Current) {Proposed) % change
112 63938 0350 63| NA N/A $19,126.00 $20,577.00 7.59
113 8,019 0.220 52 N/A N/A $1.917.00 $3.078.00 60.56
114 73.238 0.560 42 N/A N/A $24,297.00 $25,722.00 586
115 42,012 0310 46 N/A N/A $13,142.00 $22.960.00 7471
116 18,060 0.21 57 21 9 $5,022.00 $3,629.00 12.09
117 35,723 0.23 &4 34 16 $9,601.00 $10,428.00 8.61
118 24,229 022 50 160 0 $7.228.00 3775400 728
119 29,405 0.66 54 71 29 $12,121.00 $16,723.00 3797
120 36,064 0.18 49 100 0 $10340.00 $11,347.00 9.74
121 29,340 0.19 > 100 0 $7,799.00 $14,115.00 80.98
122 102,771 0.72 40 11 29 $43,794.00 $47.840.00 447
123 22,805 0.18 31 100 0 $6.356.00 $7.304.00 14.92
124 40,808 048 52 30 50 $14,859.00 $15,728.00 5.85
125 12,752 0.17 63 100 0 $3481.00 $3,925.00 12.75
126 33,774 0.39 51 72 28 $11,397.00 $12.073.00 393
127 52,012 0.69 36 26 74 $22,838.00 $23,980.00 3.00
128 22,948 0.24 49 89 11 $6,614.00 $10,918.00 65.07
129 32,087 .34 >4 68 32 $9,863.00 $10,611.00 7.58
130 36,373 (.18 72 92 8 $9.032.00 $9,917.00 9.80
131 29,357 047 73 47 53 $8.346.00 $8.748.00 4.82
132 16,345 0.25 45 60 40 $4.775.00 $5,054.00 5384
133 14,617 0.52 33 31 69 $5434.00 $6.310.00 16.12
134 28,301 0.17 41 3 7 $7,971.00 $8,556.00 734
135 50,646 0.99 39 31 69 $24.747.00 $27.862.00 12.59
136 67,545 0.38 53 73 27 $22,200.00 $24,630.00 10.95
137 29,942 0.23 45 83 12 $8,689.00 $9.505.00 939
138 18,569 044 32 61 39 $7.188.00 $7,609.00 5.86
139 18,514 0.39 41 92 3 $6,762.00 $7.332.00 843
140 27.097 0.27 48 80 20 $8,168.00 $8,764.00 730
141 56,521 0.36 41 49 51 $18,389.00 $23,868.00 2840
Total 7714915 $2,078,541.00 | $2324 878.00
Average 53,576 0.34 50 56 44 $14,434.31 $16,144.99 13.02
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Response of ABM to TW et al./ABM-T1-1

TW et al./ABM-T1-1:

Please provide a list of all Hanley Wood owned or operated publications and the
projected rate impact (in doliars and as a percentage of current postage) upon each title
if the proposed rates were implemented.

RESPONSE

The Hanley Wood Periodicals titles are listed below.

We have not calculated the impact of the proposed rates on any of these titles. As
noted in my testimony, we currently co-palletize our periodical mailings, and do not
expect to be adversely impacted, as would be the case if we did not have a co-

palletizatton program available to us.

Aquatics International

Builder

Building Products

The Concrete Producer

Custom Home

The Journal of Light Construction
Multifamily Executive

Pool & Spa News

ProSales

Public Works

Remodeling

Replacement Contractor (currently Periodical Pending)
Residential Architect

Tools of the Trade

2401483
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Response of ABM to TW et al./ABM-T1-2

TW et al./ABM-T1-2:

Have you conducted any analyses to determine if any changes in mailing behavior
could be made to mitigate the impact of the proposed rates upon the Hanley Wood
publications? If the answer to this is yes, please provide copies of all such analyses
and the data on which they were based (e.g., mail.dat files).

RESPONSE

No. Please note that my testimony makes no statement regarding impact of the

proposed rates on Hanley Wood publications, whether adverse or favorable.

2401483



Response of ABM to TW et al./ABM-T1-4

TW et al./ABM-T1-4:
a. Who performs the presort for Hanley Wood publications?
b. Does this provider utilize parameters that define minimum package

size, minimum sack size, and minimum pallet size prior to actually
performing the presort?

RESPONSE
a. Presort for the majority of our magazines is performed by fulfillment
services:
s Omeda Communications, Northbrook IL, for Aquatics international,
Building Products, The Concrete Producer, Custom Home,

Multifamily Executive, ProSales, Remodeling, Replacement
Contractor, Residential Architect, and Tools of the Trade

e Palm Coast Data, Palm Coast FL, for Builder and The Journal of
Light Construction

Our printer, RR Donnelley, provides presort for two magazines: Pool &

Spa News and Public Works.

b. Yes, both the fulfilment services and Donnelley employ sortation software

that functions as described.

1710
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Response of ABM to TW et al./ABM-T1-5

TW et al./ABM-T1-5:

Please identify the printer and the printer’s location for each Hanley Wood
publication.

RESPONSE

All publications printed by RR Donnelley in Pontiac IL.
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Response of ABM to TW et al./ABM-T1-6

TW et al./ABM-T1-6:

One page 3, line 10, when referring to Hanley Wood’s co-mailed titles, you
indicate: “Currently, we net only a one percent savings, based on the cost of
single entry postage.” Have you evaluated your savings under multiple entry
postage? If so, please provide copies of all such analyses and the data on which

they were based.

RESPONSE

You appear to have misunderstood the testimony to which you refer.
Perhaps | was too cryptic.

Under our current agreement with RR Donnelley, our payment for co-
palletization and drop-shipping is computed as the difference between actual
postage paid and 99% of what postage would have been without the co-
palletization program. Thus, we net a 1% guaranteed savings compared to the
postage we would have paid without co-palletization.

“Postage we would have paid” is typically single-entry postage for our
smaller magazines, so we save a net 1% of the single-entry amount. However, if
a magazine has enough copies to palletize and drop ship some copies on its
own, “postage we would have paid” includes the net drop shipment savings for
the individual titte. Only residual copies that would have mailed in sacks enter

the co-palletization program.
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Response of ABM to TW et al./ABM-T1-7

TW et al./ABM-T1-7:
Please provide an advertising rate card for all Hanley Wood publications.

RESPONSE

Copies of the rate cards for our Periodicals have been provided.



Response of ABM to TW et al./ABM-T1-8

TW et al./ABM-T1-8:
On page 21, line 11, you state: "l believe that many Periodicals maiters would

see their rates increase above the Standard rates, creating it would seem, an
ECSI penalty.” Please identify the titles that you have analyzed to reach this
conclusion and provide the analysis for each such title. Please provide any
mail.dat file and any spreadsheet file used in your analysis.

RESPONSE

My statement is not based upon analysis of any particular titles but upon
my own experience in the industry, including a very recent experience when my
company actually switched two publications from the Periodicals rate to the
Standard rate.

As to my general assessment, | know that the postage cost differential
between Periodicals and Standard rates varies with many factors, with weight
probably being the most important. | believe that heavy Periodicals tend to pay a
bigger penalty when switching to Standard rates. However, a very general rule
of thumb used by some in the industry is that Standard rates will be about 20%
higher than Periodicals rates. Therefore, if the compiainants’ rate proposal would
raise the rates for a large number of Periodicals by 20% or more, it is fair to
assume that many of those would wind up paying more as Periodicals if they
mailed at the Standard rate. | note that 21 of the publications shown on Exhibit
LB-1 would experience increases of greater than 20%. That's about 15% of the
142 individual titles on the exhibit. Eleven, or almost 8%, have increases over

40%, which would almost certainly push those to costs higher than they would

pay at Standard rates. If you extrapolate to the 25,000 or more Periodicals in

1714
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Response of ABM to TW et al./ABM-T1-8

the mail, | think that my statement about “many” Periodicals is shown to be
accurate.

The recent experience to which I've referred occurred at the beginning of
2002, when Hanley Wood moved two magazines from Periodicals to Standard
Mail, after the Postal Service reversed an earlier ruling on the qualification of a
sponsored subscription program. | discovered that the actual difference in
postage was considerably less than 20%, especially for lighter-weight
publications. In fact, the February 2002 issue, weighing 3.3 ounces, mailed at
Periodicals rates and paid 25.5 cents per copy. The April 2002 issue, exactly the
same size and weight, mailed at Standard rates and also paid 25.5 cents per
cCopy.

Based on that experience, | did not need extensive analysis to conclude
that the Periodicals rate for other publications with similar mailing characteristics
could easily be pushed higher than Standard rates by the proposal in the

complaint.



Response of ABM to TW et al./ABM-T1-9

TW et al./ABM-T1-9:

Please refer to your testimony at p. 1, ll. 2-3, where you state that "American Business
Media members publish approximately 1,500 business-to-business and professional

periodicals."

a. Is it your belief that these periodicals are predominantly sent to recipients who
are engaged in business or the professions on a for-profit basis? If your answer is other
than "yes," please state your belief or best estimate as to the approximate proportion
and indicate what you base it on.

b. Do you agree that the recipients of periodicals published by ABM members
relating to the business or profession in which they are engaged on a for-profit basis
value these publications primarily as an aid to the successful pursuit of that business or
profession? If not, please explain the basis of any disagreement.

C. Do you agree that most periodicals published by ABM members face competition
from other publications (whether or not published by ABM members) that are in some
respects similar to themselves? If not, please explain the basis of any disagreement
and provide your best estimate of the proportion of periodicals published by ABM
members that face such competition.

d. What proportion of periodicals published by ABM members are "requester” (or
"controlled circulation”) Periodicals? |If you do not know, please provide your best
estimate and indicate what you base it on.

RESPONSE
a. Yes.
b. Yes.
C. Yes.

d. Approximately 80%, based on information from ABM staff.

2403759
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Response of ABM to TW et al./ABM-T1-10

TW et al./ABM-T1-10:

Please refer to your response to TW et al./ABM-T1-8. You state that you did not
analyze any particular tittes to substantiate your belief that many pubilications would
switch to Standard mail if the proposed rates were to take effect, but that your
experience justifies such a conclusion. You indicate that your experience indicates
roughly a 20% present rate differential between Periodicals and Standard, and point to
the fact that eleven, or about eight percent, of the publications in witness Bradfield's
exhibit LB-1 are shown with increases over 20%. Extrapolating the eight percent “to the
25,000 or more Periodicals in the mail,” you claim that this shows your initial claim,
about many Periodicals converting, to be accurate.

a. Are you familiar with the postal regulations for preparing Standard flats in sacks?

b. Are you familiar with the differences in make-up requirements between
Periodicals and Standard flats?

C. Are you familiar with the 125 pieces or 15 pounds minimum for sacks of Standard
flats, as spelled out in DMM sections M610.4 and M820.5?

d. In drawing the conclusion that many Periodicals would switch to Standard if the
proposed Periodicals rates were to take effect, did you assume that those Periodicals
could simply switch to Standard rates without any change in preparation method? If no,
what types of changes did you think they would make?

e. Would it surprise you if a detailed analysis were to show that practically all the
Periodicals whose postage would increase by 20% or more under the proposed rates
are entered in sacks that contain far less than the minimum that would be required if
they were mailed under Standard rates?

f. Please assume, for the purpose of answering the following, that the proposed
rates are about to be implemented and that a given Periodical faces a 25% postage
increase. Assume further that the mailer investigates the use of Standard rates and
learns that he would pay only 20% more than at present, i.e., 5% less than he would
have to pay under the new Periodicals rates. However, he also learns that in order to
qualify for Standard rates, his publication would have to be prepared differently, using
many fewer sacks, and that with such a change in preparation method he could qualify
for Periodicals rates that are no higher than those he used to pay, or 20% less than
what he would have to pay under Standard rates. Under the above hypothetical, what
do you believe is the likelihood that the mailer would: (1) stay with Periodicals rates,
make no change in preparation method and therefore pay 25% more postage than
before, (2) change his preparation method to qualify for Standard rates and pay 20%
more under Standard rates; or (3} change his preparation method but stay with

2405728
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Response of ABM to TW et al./ABM-T1-10

Pericdicals rates and pay no more in postage than at present? Please explain your
answer and indicate .what other factors you believe might affect this mailer’s decision.

RESPONSE

a. Not in great detail.

b. Again, | am aware that there are differences, but am not versed in the details.
C. Yes.

d. The point of my testimony seems to have been misunderstood. | made no

statements or inferences regarding publishers switching to Standard mail if the
proposed Periodicals rates were to take effect. | merely stated that for smaller
publications lacking workable options for co-mailing or co-palletization, the proposed

rates could push their cost for Periodicals postage higher than the cost of Standard

mail.
e. No, that would not surprise me.
f. | believe that the likelihood of a publisher taking any of the steps above would

vary according to factors beyond the cost of postage only. Publishers are also highly
concerned about delivery standards and service to subscribers. If the only way a
publication could lower costs—whether as Periodicals or Standard mail—was to put all
copies on mixed-ADC sacks or pallets, and if that caused a serious degradation in
service compared to sacks, then publishers might well feel unable to change their

preparation methods.
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Response of ABM to TW et al./ABM-T1-11

TW et al./ABM-T1-11:

Please refer to your answer to TW et al./ABM-T1-1. |s your confidence that Hanley
Wood’s titles would not be adversely impacted by the proposed rates based solely on
the fact that you use co-palletization? [f no, please explain which other characteristics
of your titles you believe would insulate them against any adverse impact of the

proposed rates.

RESPONSE

| should make clear that | am not completely confident Hanley Wood’s publications
would escape adverse impact if the proposed rates were adopted. However, | do not
expect a severe impact because our use of co-palletization has substantially reduced
the number of containers used in preparing our mail, which would reduce the impact of
the container charge proposed in those rates. We also have access, through our
printer, to a very extensive network for drop-shipping, and so might actually benefit from
the proposed zoning of editorial rates. [ can think of no other characteristics of our titles

that would insulate them from adverse impact.
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Response of ABM to TW et al./ABM-T1-12

TW et al./ABM-T1-12:

Please refer to your answer to TW et al./ABM-T1-2. Assume that the proposed rates
are implemented. Even if you have not analyzed it fully, please describe what if any
changes you believe Hanley Wood would make in its current mailing practices? Please
explain also what role you personally would play in defining, planning and implementing
such changes.

RESPONSE

If the proposed rates were implemented, we would work with our fulfillment houses
{(which provide our presort service) to determine the actual impact of the rates and of
any possible changes in our mail preparation. If there were an adverse impact, or if we
saw any opportunities for substantial additional savings, we wouid work with our printer,
R.R. Donnelley, to determine whether our current co-palletization and drop-shipping

could be enhanced in any way, without deterioration of our delivery standards.

My own role would be to make the final decision on adopting any changes, using the

analysis and information provided by our vendors.
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BEFORE THE
POSTAL RATE COMMISSION
WASHINGTON, D. C. 20268-0001

COMPLAINT OF TIME WARNER INC. ET AL.
CONCERNING PERIODICALS RATES Docket No. C2004-1

DIRECT PREPARED TESTIMONY OF NICK CAVNAR
ON BEHALF OF AMERICAN BUSINESS MEDIA
(September 9, 2004)

My name is Nick Cavnar, and | am appearing on behalf of American Business
Media. American Business Media members publish approximatety 1,500 business-to-
business and professional periodicals and pay approximately $300,000,000 per year to
do so. Most also operate websites associated with their publications, and many publish
newsletters, operate trade shows and offer data products and services.

| will cover several issues in my testimony, including:

(a) Hanley Wood's experience with co-palletizing, and what we have
learned from it,

(b) witness Mitchell's error in assuming that advertising revenues,
especially for business-to-business publications, can be viewed on a per-
subscriber basis and the related issue of whether publishers would really
limit circulation geographically as a result of differential postage rates,

(c) ECSI value, including both (i) witness Gordon's troubling but,
fortunately, uninformed and erroneous testimony that apparently seeks to
prove the increasing irrelevance of hard copy periodicals and (ii) the
complainants’ myopic view of ECSI value and how it should be reflected in
rates,

(d) the complainants’ prediction that, even though increased worksharing
did not "drive costs from the system” in the past, it will in the future, and

(e) an overview of American Business Media’s position in this docket.
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Autobiographical sketch

I have worked in magazine publishing for more than 30 years, starting in 1973 as
an editor for a small non-profit periodical in Ann Arbor, MI. Since 1986, my career has
focused on circulation management for business magazines, and | am currently Vice
President of Circulation for Hanley Wood, LLC, of Washington, DC. My circulation
career has included jobs with some of the largest business-to-business publishers in the
country, including Crain Communications, International Thomson, Cahners Publishing
(now Reed Business Media), Primedia Business Media, and now Hanley Wood. In
these positions, | have worked closely with 180 magazines, ranging from a weekly
consumer publication with 200,000 subscribers to highly-targeted business magazines
serving less than 15,000.

My area of expertise is circulation development and business strategy, and | do
not pretend to be a specialist in distribution. However, | have been actively involved in
postal issues for a number of years, serving on the American Business Media
Government Affairs and Postal Committees since 1996, and serving on the USPS
Mailers Technical Advisory Committee for two years from 1998 to 2000.

Co-palletizing

Co-palletization and co-mailing, as the complainants suggest, is increasingly
enabling smaller circulation publications to move from sacks to pallets, but it is not and
will not be available to many periodicals for a number of reasons.

I have been closely involved with co-palletizing programs for smaller circulation
magazines. | participated in a committee that worked with the Postal Service in 2003 to

develop the trial co-palletization discount of $.007 per copy. My company then became
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the first publisher to utilize a co-palletization program introduced in June 2003 by our
printer, RR Donnelly, at their Bolingbrook IL facility. Hanley Wood mails twelve
magazines as periodicals, and all twelve are now co-palletized in Bolingbrook and then
shipped for direct entry at points around the country. We are able to co-palletize even
our smallest periodical, a magazine for swimming pool builders that mails only 17,000
copies.

For our magazines that otherwise would mail almost completely in sacks, with a
single entry point, we have seen direct postage savings in the range of fifteen percent.
Hanley Wood's net savings from the program are substantially less, of course, since we
must also pay for the cost of co-palletization and shipping. Currently, we net only a one
percent savings, based on the cost of single entry postage. We expect that as more
publications enter the co-palletization pool at Donnelley and as more co-palletization
and co-mail operations are started, as is happening, both competition and declining
administrative costs will increase our net savings. Future rate increases, with or without
rate design changes, should do the same.

Our commitment to co-palletization goes beyond immediate postage savings,
however. We recognize that making periodical mail more efficient for the Postal Service
can help to contain our rates long term by driving cost out of the system. We
understand that sacks are a cost issue, and we have in fact achieved a dramatic

reduction in the use of sack. For example, our magazine The Concrete Producer, which

previously sent its 20,000 copies in 445 sacks, used only 8 sacks in its most recent
mailing. A recent co-palletization pool at Donnelly reduced sack usage from 2,806, if

each magazine had been mailed individually, to only 79.
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Based on our own success with co-palletization, Hanley Wood is actively
encouraging other business magazine publishers to work with their printers to expand
these programs. | presented a seminar on co-pailetization for the American Business
Media in January 2004, and will be speaking on the subject at the National Postal
Forum here in Washington on September 21. To judge by interrogatories recently
directed to American Business Media, it even appears that my efforts have been
noticed—appreciatively, i hope—by the complainants.

Precisely because | am speaking with many other publishers on this subject,
however, | am very aware that not all periodicals can be palletized, at least today.
Other American Business Media witnesses have explained, as has the complainants’
witness Schick, that publication frequency, trim size, inserts, and circulation size either
alone dr in combination can preclude certain publications from participation in co-
mailing or co-palletization. In my own discussions, | have learned that some publishers
experience substantial service delays with co-palletization and drop shipping, compared
to mailing in sacks. This has not been a great problem for Hanley Wood, but most of
our magazines are monthlies and bi-monthlies that are not highly time-sensitive. | have
worked with time-sensitive magazines at other companies, and | can appreciate that a
single day’s difference in delivery time can be critical in retaining subscribers and
advertisers.

Even if an individual magazine may be well suited for co-palletization, not all
magazine printers can offer their clients this service. Hanley Wood is fortunate to work
with one of the nation’s largest printing and distribution companies. RR Donnelley

already owned facilities and equipment that couid be adapted to create a co-
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palletization line. But many printers do not have the volume of periodicals, or the
equipment and floor space, to create a similar operation.

For the foreseeable future, and especially if the Postal Service does not develop
a container than can replace sacks, there will be publications that have no choice but to
continue mailing mail in sacks—either because alternatives are precluded by their
mailing characteristics and delivery requirements, or because they do not have the
service available to them. If Periodical rates are restructured as proposed by the
complainants, these publications will be heavily penalized. Ultimately, that will affect not
only the publishers, but also their subscribers, especially those who become most costly
to serve.

Advertising Revenues

Complainants’ witness Mitchell seeks to demonstrate that publishers’ profits from
each subscriber are so high that they would never seek to trim subscribers with very
high postage costs. In order to prove the unprovable, witness Mitchell develops a
complex formula that essentially increases advertising revenue by the average of ad
revenues per subscriber for each additional subscriber and reduces ad revenues by that
amount for each eliminated subscriber (Tr. 860-61). When asked directly whether he
assumes advertising revenue to be directly proportional to the number of subscribers,
he agreed that he did “on a long-term equilibrium basis” (Tr. 993).

Mr. Mitchell stumbied when asked to explain what “long-term equilibrium basis
means,” stating (Tr. 1219) that he is dealing with “general tendencies.” He explained
that if a periodical obtains a new subscriber it “doesn’t run out the next day and raise

their advertising rates” but that “it might be a while before they change their advertising
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rates.” His examples, however, as well as his formula seem to assume a short-term
response.

It is clear that witness Mitchell does not understand how publishers, at least
publishers of business-to-business and other special interest periodicals, set advertising
rates and cotlect advertising revenues. This lack of awareness is not surprising, since
Mitchell has never been employed to produce a periodical (Tr.886), has never
purchased or sold periodical advertising (Tr. 887-88), and has never worked in or as a
consultant to anyone in the advertising business (Tr. 889).

As someone who has actually developed and managed circulation for nearly 200
magazines, | can easily identify the fallacies in Mr. Mitchell's arguments.

First, Mitchell believes that in at least “most cases,” advertisers are given a

“promised” level of circulation (Tr. 1220) and, presumably, that if they do not meet that

level, advertising revenues decline, perhaps on a “long-term equilibrium basis.” Had Mr,

Mitchell examined Time Warner’s published advertising rates before being asked to do
so during cross-examination, he would have seen that his guaranteed rate base
hypothesis is untrue and that, even where there is a guarantee, there is no reason to
believe that the loss of a minimal number of subscribers will have any affect whatsoever
on advertising revenues.

For example, during cross-examination (Tr. 1222-23), witness Mitchell was
directed to the rate card for Time magazine's national edition (which is in the transcript
at Tr. 1281). He believed that the “rate base” of 4,000,000 was a commitment to
advertisers; but he did not know whether a shortfall would lead to a rebate requirement,

nor did he know whether publishers traditionally exceed their rate bases.
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Mr. Mitchell was then asked to look at the rates for Time's state editions (in the
transcript at Tr. 1283), and he was directed to the fact that the same per page
advertising rate applies to Alaska, with a rate base of 10,000, Connecticut, with a rate
base of 75,000, and New Jersey, with a rate base of 150,000 (Tr. 1224). Although
Mitchell conceded (Tr. 1225) that “[t]his is an issue | haven't thought about,” {, on the
other hand, have thought about it, and it is perfectly clear that the advertising rates for
Time’s state editions are hardly circulation dependent. it is inconceivable that if the
circulation of the New Jersey edition were reduced to 148,000, its ad rate would decline,
given that it is now the same rate as an advertiser pays for 75,000 copies in Connecticut

Just as Time magazine does not use the same “rate base” approach for its state
editions as in its national advertising rates, other magazines published by Time Warner
do not base their rates on a one-to-one ration with circulation. The much smaller,
90,000 circulation, special interest publication Motocross (Tr. 1226-29) does not even
use the term “rate base,” but instead refers to a “circulation projection.” Mr. Mitchell
professed (Tr. 1228-29) that he did not know how these terms should be interpreted.
From my years of experience with business-to-business publications, | do know the
difference. A guaranteed rate base is just that, a guarantee to the advertiser of a
specified circulation, with a rebate obligation if that level is not met. A circulation
projection does not imply a guarantee, and individual issues may fluctuate from the
specified level.

Since circulation fluctuates from month to month, publishers with stated rate
bases typically maintain a cushion. if such a publisher chooses to reduce subscribers in

an area or of a certain type, it can do so safely as long as the margin is not eliminated
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and, presumably, as long as circulation efforts are stepped up in other areas if the
publisher wishes to maintain its rate base and cushion.

In my experience, the notion of a guaranteed rate base is associated primarily
with general interest publications, such as Time, and not special interest publications,
such as Motocross and, especially, business-to-business publications. The former are
selling access to “eyes.” That is, advertisers, while interested in the demographics of
the readers, are primarily buying a certain numbers of readers.

Far special interest and business-to-business publications, advertisers care far
more about the quality of the readership. They want to reach only people who are truly
involved in a particular field, and therefore likely to buy their products. That is why the
detailed demographic information in our audited circulation statements is so important.
Most business-to-business publishers could, and do at times, trim the total number of
subscribers without affecting the quality of the readership in the eyes of the advertiser or
the page rate paid by advertisers. More importantly for purposes of refuting witness
Mitchell's formula, we can reduce our readership marginally—or even more than
marginally—without affecting either cur promise to advertisers (because there is none)
or our page rates.

For example, Hanley Wood purchased the magazine Tools of the Trade from

another company in December, 1997. At the time of acquisition, Tools of the Trade had

been serving an average 80,680 qualified subscribers per issue. With the first issue
under Hanley Wood's ownership, we reduced the circulation to 75,102 subscribers. Ad
rates were not reduced correspondingly—on the contrary, the 1998 rate card increased

from the previous year. Why were advertisers willing to pay a higher rate for a smaller
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circulation? Because the reduction was achieved by eliminating “lower quality”
subscribers, which in that case meant individuals who were not identified as
professional construction contractors and subcontractors.

In January 2002, we reduced the circulation of Tools of the Trade again, from

75,000 to 65,000, while again increasing ad rates. Again, advertisers accepted the
reduction because at the same time we improved the “quality” of the circulation, this
time by greatly increasing the percentage of subscribers who had personally requested
a subscription within one year.

Tools of the Trade illustrates how business-to-business publishers can and do

constantly shift the composiltion of our circulation to deliver the right market for our
advertisers while lowering our own cost. It is very common for us, especially with
request publications (for which there is no subscription charge), to refuse service to
subscribers we deem marginal without affecting either our promise to advertisers
(because there is none) or our page rates.

Mitchell uses the publication Pit & Quarry as an example in the application of his
formula, concluding that the “implied profit” from a zone 8 subscriber to this request
publication is $100.37 (Tr. 863), driven, of course, by his assumption that it would lose
1/24,000ths of its advertising revenue if it ceased delivery to that subscriber. Unlike Mr.
Mitchell, | have examined the relevant section of Pit & Quarry’s latest media kit, where it
makes no rate base promises but mentions the same 24,000 circulation noted by
witness Mitchell. It also shows how many subscribers in 2002 were “qualified,” how

many are officers, administrative executives and department heads, how many are
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sales and marketing subscribers, and how many of its subscribers qualified in the past
year.

| have also examined data concerning Pit & Quarry's advertising rates and
circulation. It shows:

PIT & QUARRY
Rate card and circulation history

Full page BPA BPA
qualified total
Year 1x biw rate av. circ. circ.
1996 $ 4,521 23,449 24,828
1997 $ 4,520 23,577 25,359
1998 $ 4,520 23,479 25129
1999 $ 4,791 23,463 25,664
2000 $ 5,130 23,665 25,961
2001 $ 5,179 24247 25,834
2002 $ 5,340 23,873 25,469
2003 $ 5,500 23,762 25,193
2004 $ 5,890 23,794 25,353 (June only)

For most advertisers, the only number that matters is qualified subscribers.
These data show, for example, a decline in average circulation from 2001.to 2002 of
410 qualified subscribers, or 1.7%, but an increase in the rate for a black and white
page of 3.1%. As is obvious, Pit & Quarry’s ad rates and therefore revenues do not
vary with modest changes in circulation. Rather, like ad rates in general, including ¥'m
sure for the complainants, they vary with the market, the economy and other factors. |
am confident that Pit & Quarry could cut a few hundred subscribers from its rolls without
suffering the loss of advertising revenues hypothesized by withess Mitchell.

Mitchell seems further unaware that, even if a publisher were to consider each

subscriber in some way responsible for a pro rata share of advertising revenue, we also
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constantly evaluate subscribers by their cost to acquire and serve. We compare the
cost of acquiring and renewing subscribers by direct mail to the cost of telemarketing or
broadcast email, and shift our sources accordingly. We also look at any factors that
would increase the cost to serve a particular subscriber, including and especially the
cost of postage.

For example, Hanley Wood publishes a number of controlled circulation
magazines for professionals involved in residential construction and design, including

Building Products, Custom Home, Residential Architect, Remodeling, and the

aforementioned Tools of the Trade. None of these magazines offers controlled

subscriptions in Canada, even though we could easily find qualified professionals in
Canada and even though many of our advertisers market their products in Canada as
well as the United States. The reason is simply that cost of mailing issues into Canada
is roughly five times the cost of postage within the United States.

| have spent a good deal of time on this issue, because, like witness Mitchell, |
think it is important. At the rates and schedule proposed, not only would the zoning of
editorial content cause certain copies to experience larger rate increases than a
publication’s other subscribers, but other features, such as the very large sack charge
proposed, would cause an enormous increase in rates for many copies that, for one
reason or another, must be mailed in small sacks. At an extreme, | point to withess
Stralberg’s agreement (Tr. 237) that a single piece in a sack could cost as much as
$3.70 to mail. Therefore, the temptation to reduce circulation to save a disproportionate
amount of postage, or to market in particular areas, could affect not only subscribers far

from the entry point but also subscribers in less densely populated areas of the country,
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where building large sacks might be impossible. If costs for serving different
subscribers within the United States varied as much as or more than the current cost for
mailing into Canada or Mexico, | am quite confident that publishers would find ways to
identify and restrict the most expensive subscriptions.

ECSI Value and Periodicals Rates

Through witness Gordon, the complainants claim to be addressing the limited
question of whether a flat editorial rate is still necessary to assure that the nation is
bound together by the wide distribution of periodicals. | believe that Gordon’s testimony
goes well beyond that issue and that the complainants’ presentation fails to address the
proper role of ECS! value in the setting of Periodicals rates.

| found witness Gordon's testimony to be very troubling, and, frankly, | cannot
understand why Time Warner and the other complainants would sponsor the testimony
of a witness who apparently believes that periodicals are obsolete and that the print
medium, which he suggests is no longer necessary, has no further need for preferred
rates. | understand that Gordon's testimony had as its limited purpose to persuade the
Commission that zoning the editorial pound rate will not cause harm to the flow of
information, even if some subscribers no longer receive hard copy publications, since
equivalent information is allegedly available on cable television and the Internet. But it

certainly appears to go well beyond that.
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| suggest that the Commission should re-read the following excerpt from the

transcript (at 704):

Q You don't believe that it's superfluous and unjustifiable for
periodicals to enjoy lower rates because they have editorial content?

A | think it is far less necessary now. | think I'm not at all sure that it
accomplishes or helps to accomplish in any significant way the object.

Q Well, | think you just told me two things. You said you don’t think it
superfluous and unjustifiable, but then | think you went on to say that it's
pretty much superfluous and unjustifiable.

Let me ask you again. s a rate preference for periodicals based on
ECSI value superfluous and unjustifiable?

A | think, yes, a rate preference is. | think the object of binding the
nation together intellectually and culturally is a great social good.

Q But the rate preference for periodicals doesn’t contribute to that
good?

A Not any more | don’t think.

| know that after this exchange received some publicity in the trade press, a

spokesperson for Time Warner explained that Gordon misspoke and that he was
confused between the rate preference received by periodicals for their ECSI value,
which was the subject of the questions, and the flat editorial pound rate, which the

complainants oppose.

Any witness can become confused, and | do not wish to hold Mr. Gordon to

higher standard than | hope will be applied to me when | appear for cross-examination.
Neither of us is a professional witness and, | believe, neither of us has ever testified
before. Nevertheless, | find the defense of Mr. Gordon and the attempt to explain away
his views simply demonstrates that he lacks the perspective and experience to offer

views on postal rates, given other exchanges during his cross-examination. For
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exampie, although in Gordon'’s response to written cross-examination, where he had the
advantage of having his responses at least reviewed by counsel and others, he agreed
with the proposition that "Periodicals bind the nation together by providing a common
source of information,” when alone on the witness stand he was not so sure. He was
asked whether, because of television and the Internet, Periodicals are less important in
binding the nation together than they once were, and he answered “Yes” (Tr. 714).
When asked whether the nation would be “less bound together than it is now” if there
were no periodicals, he said “| suppose so, but not by a significant matter” (Tr. 715). If
no Periodicals were sent to Alaska and Hawaii, he says (Tr. 715), residents of those
states would be “only marginally” less integrated into the fabric of society than they are
today.

A few minutes later, the cross-examining counsel had changed, but Gordon's

views had not. The following exchange took place ( Tr. 739):

Q You indicated this morning, and correct me if I'm wrong, that in your
view preferential postage rates play no role in contributing to the extent to
which publications help bind the nation together.

A | believe that it's marginal at best at this point.

Make no mistake about the fact that American Business Media and | vehemently
disagree with Mr. Gordon. We believe, as does Time Warner witness Schick (Tr. 501),
that reflection of ECSI value in rates continues to be important to maintenance of a
“healthy, vibrant, and diverse” Periodicals class. Fortunately, that is fortunately for all
Periodicals mailers including the complainants, there are sound grounds for rejecting
Gordon’s views on the continuing importance of Periodicals in binding the nation

together.
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His basic thesis is that television and, to a greater, extent the Internet have
rendered periodicals redundant. Yet he does not appear to have the background and
experience to draw this conclusion. While he reads a number of publications on a
regular basis (Tr. 635), he reads no specialized business periodicals on a regular basis
(Tr. 636-37). Although he gives opinions on the printing industry and the feasibility of
printing at multipte plants (Tr. 622), he has no experience in that industry and professes
to have the knowledge of “an informed layman” (Tr. 660). Yet despite his testimony
about the availability of multiple plant printing, he did not know whether all périodicais
can cost-effectively be printed at multiple plants today (Tr. 662). | think that an
‘informed layman” ought to be able to answer a resounding “no” to that question. As
the record shows (Tr. 129), the complainants print only six publications at multiple
plants, all weeklies with multi-million circulation. The fact that no monthlies, even the
very heavy ones that would presumably benefit the most from avoided transportation,
print at more than one plant shows that it cannot be done economically today. it shows
as well that withess Gordon’s suggestion (Tr. 617 and 622) that changes in printing
technology affect the need to bind the nation together with rate preferences for
Pericdicals should be given no weight.

Deserving of more serious attention but no different conclusion is Gordon’s view
that the Internet has made hard-copy publications unnecessary. Once again, Gordon's
lack of knowledge—and in fact his own website—serve to undermine this view. The
interrelationship between hard-copy publications and both associated websites and
unrelated websites covering the same topics is a complicated one that Gordon’s

simplistic views about everything being available on line do little to elucidate.
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Many or perhaps most American Business Media member publications now
operate related websites. | understand that in some of those cases the content of the
website duplicates that in the publication (and may contain updates as well), while some
do not. Some have associated charges, and some do not. Time Warner witness
Mitchell recognized (Tr. 1137) that, in general, publishers’ web sites do not contain the
entire publication or its advertising content.

Again, i can refer to my own company’s experience. Hanley Wood publishes 20
magazines in all. We also have a very successful eMedia division that provides web
sites and email newsletters, incorporating content from our magazines along with
unigue online content. However, we maintain web sites for less than half the
magazines, and even our most robust web sites do not attempt to carry all of the
editorial and advertising information available in the related magazine.

As shown by some of the material quoted in Time Warner's interrogatories to
American Business Media, the great majority of business-to-business media
companies, like Hanley Wood, do see the Internet as crucia! to their financial futures.
We recognize that our readers now look to the Internet—as well as the hard copy
publication—for information. The ability to offer both readers and advertisers multi-
media exposure is moving from a nice fringe benefit to essential. But with very few
exceptions, and those tend to be in the high-tech industries, publishers are not even
considering the abandonment of hard-copy publications. The Internet provides value
added but well less than full value. And, | might add, 1 strenuously disagree with the
notion that, because Mr. Gordon's Google search for the type of information contained

in Automotive News, Fire Engineering, Mayo Clinic Proceedings, and the New England
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Journal of Medicine produced, for example in the case of Automotive News, more than

half a million hits, information of the kind and quality that appears in that publication is
available on any of them or even all of them combined (Tr. 771-79). Even witness
Gordon did not bother to look at any of the sites to which Google directed him to
determine the nature of their content (Tr. 780-81). He also agreed (Tr. 713-14) that it is
far easier to put information on the Internet than to publish it in a periodical, which to
me means that one must be more suspicious about the accuracy and thoroughness of
the former, a point driven home by Gordon’s own inaccurate web site (see Tr. 647-49
and 711). Gordon admitted (Tr. 710) that if he published a newsletter with the same
type of information that appears on his website, it would be more accurate.

It ought to be clear that if a publication folds due to high costs, such as high
postage costs, its website(s) are highly likely to disappear along with it. Websites can
and do provide incremental advertising revenue, but not enough to replace the print
advertising that in turn supports the editorial content of the publication (along with its
distribution). Therefore, there should be no serious debate about the fact that, if a
publication carrying important information ceases publication, the broad dissemination
of information will be adversely affected.

| expect that Time Warner will answer that, at least insofar as some publishers
might trim high-cost subscribers, web sites of the publisher, or even digital versions of
the publications, will provide a viable substitute. Mitchell testified (Tr. 818) that even if
{contrary to his hypothesis) some pubfications did drop a portion of their subscribers,
the information available elsewhere would prevent any adverse affect on the “unity or

cohesion of the nation.” Unfortunately, the fact is that no matter how important the
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information, the number of people who are willing and able to access it electronically,
which would often require hours of reading off a computer screen, are limited. While
Hanley Wood and, | suppose, virtually all publishers believe that the information they
produce is vital to the industries or other constituencies that they serve, we recognize
that many of our readers simply will not accept the same information on a computer.

Having worked with publications serving a wide variety of industries, | am
particularly aware that access to and usage of electronic media still varies greatly in our
markets. Hanley Wood, for example, serves many small building and remodeling
contractors who do not spend their work day at a desk in front of a computer. Certainly
they use electronic media, but it may not be as accessible and easily used as a printed
publication they can carry with them to a job site. | can see their attachment to the print
media even in response to our direct marketing for new subscribers and renewals: We
enjoy significantly higher response rates to traditional direct mail and printed renewal
forms in this market than | have seen in high technology industries such as
telecommunications. In other words, different industries and population segments
require different mixes of media.

It also remains true that many rural and remote areas of the country still do not
enjoy the-same quality of Internet and even telephone service as urban areas.
Unfortunately, these are the same subscribers who could become most costly to serve
under the rate structure proposed by the complainants. So the individuals most
susceptible to losing their printed magazine subscription due to high postal cost might

also have greater difficulty accessing an electronic replacement.
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if all of our subscribers today would prefer to receive content exclusively by
eiectronic media, and if the advertisers would spend enough to cover our reduced costs,
why would any of us be publishing hard copy? Time magazine alone could save the
cost of printing and mailing 200 million pieces a year, probably close to $100 million, if
the Internet truly provided a viable alternate to print media. But it does not. If postage
rates unnecessarily rise to the point where some publications, or some significant
portion of some publications, can no longer be mailed economically, the flow of
information will suffer, and the mandate to bind the nation together will not be met.

From the focus of their testimony, it would be fair to conclude that the
complainants view ECSI value and its role in setting rates more narrowly than American
Business Media and | do. They seem to think that it's relevant only to the issue of
whether or not the flat editorial pound rate should be retained, and they appear to
believe that the Commission will have done all it needs to do to recognize ECSI value if
it continues the low cost coverage for Periodicals, particulariy for editorial content
through editorial pound and piece discounts, while letting the rest of the postal “chips”
fall where they may. See Tr. 933, where witness Mitchell asserts that the degree of rate
“attractiveness” for all periodicals should be the same.

We have a different view. We think that when Congress insisted that ECSI value
be considered, it sought to ensure that the Commission recognized, in the famous
words of Congressman Ford, that “a book, a magazine or a newspaper has more
intrinsic value to the public than a brick” and that periodicals are granted a rate
preference in order to bind the nation together through the broad dissemination of

information. We believe that the Commission may and in some circumstances must
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assess the overall impact of a rate proposal and its potential effect on segments of the
periodicals industry with ECSI value in mind, and it is not enough simply to say that
every pound of editorial matter gets the same discount, S0 no more is needed.

The Commission has long recognized that it is required to provide for the
widespread dissemination of information, as part of its responsibility to “bind the Nation
together through the personal, educational, literary, and business correspondence of
the people.” Opinion in RO90-1 at {1 5279, quoting 39 U.S.C. § 101(a). It said there that
it “will not recommend a rate structure that will impair’ the special treatment of editorial
content. Although the Commission in that case applied these concepts in rejecting an
earlier proposal by witness Mitchell (then testifying for the Postal Service) to zone
editorial content in order to send the proper price signals and improve fairness (see
5275), the concepts of ECSI value and broad dissemination of ideas need not be limited

to the flat editorial rate. In Docket No. MC91-3, pages 6-7, the Commission found:

Simitarly, we find that the national policy in favor of the
widespread dissemination of information is intended to
encourage the availability of both large and small circulation
publications, and to keep the Postal Service as a viable
carrier for the national delivery of all types of publications.

In this case the Commission should also consider the needs of “all types of
publications,” of “both large and small circulation publications,” and if it does so, |
submit, it will not endorse the complainants’ recommendations.

Nor must it do so in order to assure that the complainants receive significant
credit for their publications’ ECSI value, for they already enjoy substantial savings. One
way to measure that credit is to compare the rates they now pay with the rates they

would pay if they mailed at the Standard rates (or, if they weigh more than a pound, the
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Bound Printed Matter rate)}—that is, the rates that apply to similar pieces that are not
given ECSI credit. Witness Stralberg provided that rate comparison for several of the
complainants’ publications (Tr. 108). As he shows there, the differential is very large.
For example, Time magazine pays 17.76 cents per copy at the present rates and would
pay 23.35 cents per copy at Standard rates. That difference of 5.59 cents, or an “ECSI
discount” of about 24%, saves Time Warner more than $11,000,000 per year (at

approximately 200 million copies per year). Readers Digest receives an “ECSt

discount” of 8.26 cents per copy, or 29%, for annual savings of neariy $11,000,000 (at
approximately 128 million copies per year). At the proposed rates, these differentials
would increase by about $5,000,000 each.

By contrast, at the rates proposed, | believe that many Periodicals mailers would
see their rates increase above the Standard rates, creating, it would seem, an ECSI
penalty. That would be the case for the hypothetical but “representative” non-drop
shipped publication used by witness Mitcheli in response to ABM/Time Warner-T1-93
(Tr. 989), as shown by McGraw-Hill witness Schaefer. | do not know how one can
reconcile a rate schedule that charges more for many Periodicals than they would pay
at the Standard rates with a statutory requirement that ECSI value be recognized in
Periodicals rates and that rates for Periodicals bind the nation together.

Finally, in this regard, | would like to respond to allegations that, under the
present rate schedule, larger publications subsidize smaller ones. | cannot deny that
different publications pay different percentages of “their” attributable costs, and | think
that we all agree that 100% editorial publications pay less than attributable costs, as do

no doubt many others with the mark-up as low as it has been in recent years. But | do

- 21 -



10

11

13

14

15

16

17

18

19

20

21

22

1742

not accept that publications paying higher mark-ups are necessarily subsidizing those
with lower or no markups. It is possibie that the publications with lower than average
mark ups are being “subsidized” by mailers in other classes. In other words, it may be
that the present per copy rates of lower than 18 cents now paid by, among others, Time,

Entertainment Weekly, Newsweek and TV Guide would not be lower but for the rate

preferences for the publications that are their target in this case. Itis equally plausible
that, but for those preferences, the lowest Periodicals rates would be the same, but the
class mark up over attributable costs would have been maintained at a somewhat
higher level by virtue of greater revenues from the allegedly high-cost publications
targeted here.

In other words, assume that in the past few cases the Commissicn had decided
that rates for small circulation publications must be even higher because of the costs
that they impose on the postal system, as the complainants allege here. It is possible
that the Commission could have assigned the additional revenues not to a reduction in
the rates paid by the complainants and others similarly situated but to payment of
institutional costs in order to increase the cost coverage closer to its historic level.

In order to give the Commission some indication of the important and, | submit,
irreplaceable content of business-to-business publications, | have attached two exhibits.
Exhibit NC-1 is a press release related to the fiftieth anniversary of American Business
Media's Jesse H. Neal National Business Journalism Awards, which honor excellence in
busihess—to—business editorial content. Exhibit NC-2 provides brief synopses of recent

award winners and, | hope, will help the Commission understand that the type of
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editorial content in business-to-business publications cannot be replaced by cable
television shows or Google searches.

Driving Costs from the System

The linchpin of the complainants’ case, other than the large rate decreases they
would enjoy, is that rates must be changed in order to change mailers’ "behavior,” and
that such behavior changes will “drive costs from the system.” |n other words, if mailers
can only be given incentives to prepare their mail differently and increase the level of
worksharing, postal service processing costs will decline, and the seemingly
inexplicable upward pressure on rates in the past will ameliorate or reverse.

In the words of the Complaint that initiated this proceeding (pages 4-5).

For the past seventeen years, Periodicals mail processing costs have

been rising and Periodicals mail processing productivity has been falling,

despite extensive efforts by both the Postal Service and mailers to bring
about more efficient Periodicals handling.

This theme was repeated by the complainants’ witnesses. For example, withess
Mitchell agreed (Tr. 912) that for the past twenty or so years, mailers took steps
that should have reduced Postal Service pracessing costs and (Tr. 1029-30) that:

inordinate increases in the attributed costs and rates of Periodicals

mail have occurred since the early 1990s despite significantly

increased use of pallets, increased dropshipping and increased

worksharing of other types by Periodicals mailers during that
period.

My question is, if the significant changes made by all segments of the
Periodicals industry in the past twenty years did not have the expected effect of
“driving costs out of the system,” why should we believe that similar changes in
the next few years will have that effect? There is an adage that is often, although

| think incorrectly, attributed to Sigmund Freud that goes “insanity is doing the
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same thing over again and expecting different results.” | do not believe that the
complainants are insane, but when asked to confirm the possibility that the effort
to develop new price signals and to respond to them might have little effect on
Postal Service costs, witness Mitchell would not even confirm that possibility (Tr.
1106). interestingly, that question was asked by the Postal Service itself, which
leads me to believe that it might doubt that forcing mailers to change the way
they present their mail (if they can) will result in significant cost savings.

| believe it was Time Warner witness Stralberg himself who coined the
phrase “automation refugees” to explain why processing costs did not decline as
they should have with automation (Tr. 298). As | understand it, the basis for the
automation refugee hypothesis is that the Postal Service has difficulty reducing
costs as activity in specific functions declines, possibly because personnel that
become excess are reassigned to functions where additional labor is not
necessarily needed. | have seen nothing that convinces me that that the same
phenomenon will not continue to exist, for whatever reason. Of course, if my
fears are correct, then rates that assume cost reductions that do not exist will
soon have to be raised as cost coverage drops into the negative zone, leaving
behind those publishers, who may become former publishers, who were unable
to respond to the price signals and faced rate increases of 30%, 50% and even

80%.
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Conclusion

American Business Media does not have a final position at this stage of
the proceeding. Nevertheless, certain conclusions will not change as the record
develops further. One is that, notwithstanding withess Gordon’s discussion of
technology changes, print publicaticns—ours and the complainants’—are not
anachronisms, and television and the Internet are not now and wiil not in the
foreseeable future be viable substitutes for print publications. If postage rates
cause there to be fewer Periodicals, or cause some Periodicals to reduce
circulation in distant or rural areas as a result of rate design, the nation will be
worse off for it. Another immutable conclusion is that even though some
publications can change the way they present mail to make it less costly for the
Postal Service to handle, those changes are underway and increasing today,
without the need for new “price signals.” And, finally, even the complainants do
not deny that some publications, because they have valid service issues, or they
are weeklies, or they have very small circulations, or they are printed by very
small printers in out-of-the-way locations, will not be able to avoid punishing rate
increases if the rate structure and level proposed were to be implemented.

At this point, therefore, American Business Media’s position is that it
cannot support and must oppose significant structural changes likely to increase
rates for many Periodicals without:

1. An alternative to sacks for those that cannot palletize.

2. Protection for mailers that cannot change.

3. Better information on the effect of Delivery Point Sequencing,
Automated Package Processing and other upcoming
changes.

-25-
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4. A convincing case that the Postal Service can actually capture
theoretical savings.

5. Reasonable notice and phasing of major changes (just as

Congress phased the major changes required in the Postal
Reorganization Act).
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EXHIBIT NC-1
IN ITS 50" YEAR, A JOURNALISM COMPETITION IS TOUGHER THAN EVER

A record 1,283 entries vie for the 2004 Neal Awards; this year’s ceremony will pay
tribute to all past recipients and to one courageous editor

NEW YORK, Feb. 26, 2004— Washingfon Technology exposes 60 government officials
who obtained phony degrees from diploma mills. Editorials in University Business tackle
the inability of colleges to prepare students for survival in a complicated world. CSO
teaches readers how to prevent competitive espionage and intellectual property theft.
Workforce Management takes HR leaders to task for the executive compensation
practices that have scandalized Wall Street.

These are among the 78 finalists for the 50" Annual Jesse H. Neal National Business
Journalism Awards, which honor b-to-b editorial excellence. The finalists were chosen
from a record 1,283 entries, making this year's Neal Awards the most competitive ever.
Winners—and the recipient of a new award recognizing editorial courage and integrity—
will be announced at a luncheon ceremony on Thursday, March 18, at The
Waldorf=Astoria in New York.

For the last two years, stories related to 9/11 and terrorism seem to have dominated the
work of Neal finalists. Now, business-to-business publications have returned to an
emphasis on the craft of industry reporting. The Neal Board of Judges remarked that
this year's finalists presented fresh angles and unexpected points of view—evidence
that editors are working harder than ever to provide new information in their core topics.

Several of the finalists broke major news. One of the more dramatic examples: Aviation
Week & Space Technology was the first to write about the Columbia shuttle’s reentry
photo showing damage to the left wing—a scoop later picked up by the general news
media.

At the 2004 Neal Awards ceremony, a new award recognizing editorial courage and
integrity will be introduced: the Timothy White Award, named after the longtime editor of
Biflboard magazine who passed away unexpectedly in June 2002. White was known to
artists and music moguls alike as “the conscience of the music industry,” and this new
award will be given to an editor whose work exemplifies the passion, courage and
integrity that White displayed in his career. There is no entry fee, and the deadline for
entries is Monday, March 1. Visit www americanbusinessmedia.com for more
information.

Also being honored at the 2004 Neal Awards are Vernon Henry, Advanstar’s corporate
editorial director, who will receive the Crain Award for lifetime achievement; and Aric
Press, editor in chief of The American Lawyer, recipient of the 2004 McAllister Editorial
Fellowship.

The Neal Awards are open to members of American Business Media, the association
for b-to-b information providers. American Business Media’s member companies
represent over 3,000 print and online titles and reach an audience of 20 million
professionals.


http://www.americanbusinessmedia.com

EXHIBIT NC-2, Page 1 of 2

EXAMPLES OF NEAL AWARD WINNERS, 2003

Article: Tech Alert
Publication: CIO
Award: Grand Neal Winner

ClOs manage the business lifeline in a
language few understand — which
translates into blame, headaches and
flare-ups amidst a sprinkling of credit.
Career survival hinges on keeping sane
while keeping the peace with bosses
who don’'t know a bit from a byte.

Enter C/O, with a special issue of
hands-on advice from seasoned peers
on every aspect of the job and life.
From how to run a Microsoft-free shop
to how to refuse homework to how to
neutralize the CFO, readers get
practical information on timely topics,
from their perspective and in their tone.

Article: Deadly Dilemmas
Pubiication: Photo District News
Award: Best Article

Increasingly, photojournalists face a
choice: your integrity or your life. From
a U.S. government that buys
photographers’ allegiance, to rebels who
stage events and threaten cameramen
with assault rifles, the power of the
press now puts young hopefuls in a risk-
or-die bind.

How do you strike a balance between
industry ethos and personal
responsibility? How do you sniff out
“spin” in strange situations? Photo
District News answered these essential
questions with grit, showing the smarts,
dedication and courage it takes to
discern truth from propaganda in a world
where combatants are out to work the
media.

Article: Blunt Conscience

Publication: Edifor & Publisher

Award: Best Staff-Written
Editorials

Scolding Tennessee dailies for striking a
“Faustian bargain” that undermines the
cause of open government. Lauding a
local Cincinnati paper that took down a
bullying water treatment conglomerate
and made municipal water quality a
national issue. Week to week, E&P's
editors take on an industry that can bite
back, and they never back down. E&P
does what many media fear most: hold
an industry up to its professed
standards, naming names in the
process. Challenging readers with
thinking while shedding light on events
whose import might otherwise be
missed has earned E&P the nickname
of “industry conscience.”

Article: Terror Ready
Publication: RN
Award: . Best Article Series

How do you prepare for an
unprecedented epidemic? RN
pubtished the definitive series for
registered nurses on the front lines of
anxiety, mixing comprehensive
treatment protocols with first-hand
counsel from a military nurse. From
recognizing the biological, chemical, and
nuclear agents that would be used in a
terrorist attack, to preventing the spread
of diseases they create, to caring for
people who have been exposed — the
series covered it all. But it didn't stop
there: A final installment showed RNs
how 10 assess the readiness of their
facilities, and what to do if they’re found
lacking.
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EXHIBIT NC-2, Page 2 of 2

EXAMPLES OF NEAL AWARD WINNERS, 2003

Article: Higher Purpose

Publication: Architectural Record

Award: Best Staff-Written
Editorials

As an architect and editor, Robert ivy
calls industry design colleagues to their
profession’s social, political and human
dimensions in terms that can be
described as poetic. He celebrated the
tate architectural great Sam Mockbee
for “going to war” against the housing
conditions plighting the poorest of the
poor, while urging colleagues to lift the
curtain on social injustice and find
creative ways to serve the needs of
neglected markets. He attacks
cronyism, pushes for government
advocacy of design, and calls on the
architectural community to stand up to
bureaucrats and preserve historical
buildings.

Article: Eye Source
Publication: Review of Optometry
Award: Best Article Series

Can your doctor do genomics?

Genetics is on the fast track, and
doctors have to sprint to keep up. Since
scientists first used gene therapy
(genomics) to restore vision in dogs
blinded by disease, the rate cor human
eye treatments has sped to full-throttle.
Avoiding progress isn't an option;
genetic counseling, diagnosis, and
treatment are eventual norms that will
determine doctors’ careers. Review of
Optometry's four-part series answered
the critical questions about a brave new
world of diagnostic tools, customized
drugs and DNS disease predictors for
people who have our sight in their
hands.

Article: Need for Speed
Publication: QSR
Award: Best Magazine Issue

In fast food, one second can mean $100
in sales. Seme chains make upwards of
60 percent of revenues from drive-thru
customers, so pushing motorists
“through the loop” is every bit a science.
QSR’s “Best Drive-Thru in America”
issue is an anticipated event for such
quick-service restaurateurs, who need
uncommon depth of information to keep
up to pace. From charts that detail
service times and order inaccuracies
(Do employees more often forget the
napkins or give the wrong topping?), to
in-depth interviews with industry stars,
QSR gives readers the inside track.
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POSTAL RATE COMMISSION RECEIVED

WNOY 12 4 g5,

COMPLAINT OF TIME WARNER INC. ET AL. : O:’:g%: CUHM,S Sion
CONCERNING PERIODICALS RATES Docket No. C2004-] THE SECH ETARY
DECLARATION

[, Nick Cavnar, hereby declare under penalty of perjury that:

The Direct Prepared Testimony of Nick Cavnar on Behalf of American Business
Media, denominated ABM-T1, was prepared by me or under my direction;

Were | to give this testimony orally before the Commission, it would be the same.

The interrogatory responses filed under my name were prepared by me or under
my direction; and

Were | to respond orally to the questions appearing in the interrogatories, my

answers would be the same.
S 7

P L/{Z W/’/L-/
Nick Cavnar

(/\_/{f)’{ﬂ/b/afll_ / 0
Date ‘
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American Business Media

Joyce McGarvy
(ABM-T-3)



Response of ABM to TW et al./ABM-T3-1

TW et al./ABM-T3-1:

Please provide a list of all Crain Communications owned or operated publications and
the projected rate impact (in dollars and as a percentage of current postage) upon each
title if the proposed rates were implemented.

RESPONSE

Crain’s titles are listed in response to Time Warner et al./ABM-T3-5. The impact of the
rate proposal on those titles is shown on Exhibit LB-1, lines 76-87. Please note that the
entry on line 77 is a composite of five co-palletized titles, and the entry on line /8 is a

composite of nine co-palletized tities.

2397462
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Response of ABM to TW et al./ABM-T3-2

TW et al./ABM-T3-2:

Have you conducted any analyses to determine if any changes in mailing behavior
could be made to mitigate the impact of the proposed rates upon the Crain
Communications publications? If the answer is yes, please provide copies of ali such
analyses and the data on which they were based (e.g., mail.dat files).

RESPONSE

Yes, at the request of counsel we ran some comparisons of the results of changing our
sack minimums, although this was a purely hypothetical calculation, because we believe

that increasing our sack minimums would produce unacceptable service deterioration.

An objection was filed on September 23, 2004 to the portion of this request seeking the

results of this analysis and the data on which they were based.

2397462
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Response of ABM to TW et al./ABM-T3-4

TW et al./ABM-T3-4:
a. Who performs the presort for Crain Communications publications?

b. Does this provider utilize parameters that define minimum package

size, minimum sack size, and minimum pallet size prior to actually
performing the presort?

RESPONSE

a. Crain Communications performs its own presort.

bh. Yes.



Response of ABM to TW et al./ABM-T3-5

TW et al./ABM-T3-5:

Please identify the printer and the printer’s location for each Crain

Communications publication.

RESPONSE

Advertising Age
Automotive News
BtoB

Business Insurance

TelevisionWeek

Crain’s Cleveland Business
Investment News

Modern Physician

Modern Healthcare
Rubber and Plastic News
Waste News

Pensions and Investments
Tire Business

RCR Wireless News
Crain’s Chicago Business

Plastic News

2397462

Quad Graphics, Sussex, Wisconsin
Quad Graphics, Sussex, Wisconsin
Quad Graphics, Sussex, Wisconsin
Quad Graphics, Sussex, Wisconsin

Quad Graphics, Sussex, Wisconsin

RR Donnelley, Pontiac, IL.
RR Donnelley, Pontiac, IL
RR Donnelley, Pontiac, IL
RR Donnelley, Pontiac, IL
RR Donnelley, Pontiac, IL
RR Donnelley, Pontiac, IL
RR Donnelley, Pontiac, IL
RR Donnelley, Pontiac, IL
RR Donnelley, Pontiac, IL
RR Donnelley, Pontiac, IL

RR Donnelley, Pontiac, IL
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Response of ABM to TW et al./ABM-T3-5

AutoWeek

Crain’s Detroit Business

Ad Age’s Creativity

Plastic News

Coin-Op
American Dry Cleaners

Laundry News

RR Donnelley, Torrance, CA/Pontiac IL

Quebecor World, Midland, M|

Brown Printing, East Greenville, NY

Brown Printing, East Greenville, NY

Banta, Long Prairie, MN
Banta, Long Prairie, MN

Banta, Greenfield, OH
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Response of ABM to TW et al./ABM-T3-6

TW et al./ABM-T3-6:

On page 1, line 8, you state: “It appears to me, however, that the Time Warner
restructuring proposal- especially with the rates suggested but not directly at
issue here — is too much, too fast.” Please indicate, based on your experience in
MTAC and POAC, how long the Postal Service and the mailing industry have
been exploring cosi-based rates.

RESPONSE

Based upon my total experience with and knowledge of postal rate matters, it
seems to me that the Postal Service and the mailing industry have been
exploring, and implementing, cost-based rates since the Postal Rate Commission
was created and since the first rate case in 1971. As | understand it, the second-
class rate was increased by about 100% in that case (on a phased basis), based
on cost data. Since that time, additional cost-based elements, such as different
presort levels, destination entry, bar codes and a pallet/sack differential, have

been added to make the rates "more cost-based.”

If you are referring to what is known in the industry as the “O'Brien grid,” which
suggested more fine-tuning as in the rates proposed in the complaint, | believe

that has been around for a few years.
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TW et al./ABM-T3-7:

Please refer to page 8, line 14, of your testimony. Are there publishers who allow
their printer and or fulfillment house to perform analysis on their distribution and
make recommendations on “how best to ‘package’ a mailing™?

RESPONSE

Yes.
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TW et al./ABM-T3-8:

Please refer to your testimony at p. 6, Il. 13-17, where you state: " | know from the study
we and a few other American Business Media members did of the impact of the
proposed rates, the results of which were provided to Time Warner in discovery and
provided as an exhibit to Lou Bradtield's testimony, that rate increases of 50% and more
under the proposed rates would not be rare.”

a Please confirm that the "study" referred to applied the proposed rates to the
current mailing practices of a sample of ABM-member publications. [f not confirmed,
please explain.

b. Please confirm that the "results” of the "study" referred to accurately represent
the "impact” of the proposed rate on the publications studied only if one assumes that
those publications will be entirely unable to adapt their current mailing practices in
response to the economic incentives created ny [sic] the proposed rates. If not
confirmed, please explain.

C. Please confirm that your testimony does not report the results of any study, by
yourself or others, of the ability of any publication or group of publications to adapt their
mailing practices in response to the proposed rate changes. If not confirmed, please
explain.

RESPONSE

8 a. Confirmed. In retrospect, the word “study” may have implied too much. What
several others and | did was to take a recent issue, and, using the mail.dat file and a
program developed by Time Warner, calculated the potage charges at the proposed

rates

b. Of course | confirm, since right after the sentence you quote, | go on to say:
recognize that in some of those cases it would be possible, in theory, to reduce the
increase to a significant extent. .. " Also, witness Bradfield, who introduced the study,
said at page 6, lines 12-15: “The numbers do assume no change in mailing practice,
and there is no doubt that for some of these publications, the increase in postage can

be ameliorated, or in certain cases perhaps even reversed, if mailers take such steps as

2402288
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increasing sack size, co-mailing or co-palletizing.” Your question implies that | failed to

recognize this fact.

¢. Confirmed.



Response of ABM to TW et al./ABM-T3-9

TW et al./ABM-T3-9:

Please refer to your testimony at p. 8, Il. 13-18, where you state: "if rates were as
proposed by Time Warner, the task of figuring out how to best “package” a mailing
would be enormous and, | would think, simply beyond the capability of many small
publishers. | know that we were not even able to calculate the postage at the proposed
rates with our present mailing characteristics without mail.dat files (that not all
publishers produce) and a new program developed by Time Warner."

a. Please confirm that by "we,” you mean Crain Communications. If not confirmed,
please identify the persons to whom "we" refers.

b. Please confirm that the same "we" who "were not even able to calculate the
postage at the proposed rates with our present mailing characteristics without mail.dat
files . . . and a new program developed by Time Warner" are not able to calculate
postage at the current rates without mail.dat files and a program that was developed
subseguent to the Commission’s recommendation of the current rates. If not confirmed,
please explain.

RESPONSE

a. Confirmed

b. Not confirmed. We generate mail.dat files for all of our publications, but many smali
publishers do not use mail.dat files, and they are able to calculate postage at the

present rates. We could as well.

2402288
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TW et al./ABM-T3-10:

Piease refer to your testimony at p. 12, ll. 11-15, where you state: "the five
companies initiating this case would save, collectively, more than $50 million
annually at the rates they propose without changing a thing about the way they
prepare and present their mail, and without saving the Postal Service a penny.”
Assume that a mailer changes its mailing practices, e.g., by moving a portion of
its mail out of sacks onto pallets and beginning to dropship a portion of its mail,
and that as a consequence the costs to the Postal Service of handling that mail
are reduced. Under the assumptions described, do you agree that the mailer has
changed the way it prepares and presents its mail, saving the Postal Service a
penny {or more)? If you do not agree, please explain fully.

RESPONSE

| agree, based upon your assumption that moving some mail from sacks to
pallets and drop shipping some mail does in fact save the Postal Service money.
The reason | must stress this point is that, as | recall, under the complainants’
proposed rates, there are instances where moving mail from heavy sacks to light
pallets would actually increase rates and, supposedly, Postal Service costs. But
| recognize that in the usual case, moving from sacks to pallets and then drop

shipping reduces costs.
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TW et al./ABM-T3-11:

Please refer to your statement cited in the previous interrogatory and additionally to
your statement at lines 21-23 on the same page: "The postage savings would not
reflect any incremental cost reductions to the Postal Service, because there are no
changes in mailing necessary to achieve them.” Please make the same assumptions
as in the previous interrogatory and the further assumption that, subsequent to the
changes in mailing practices described, a rate reduction is implemented for the purpose
of recognizing both the lower Postal Service costs that will result from the continuation
into the future of the mailer’s changed mailing practices (rather than reversion to its
previous practices) and the adoption of the same practices by other mailers.

a. Under the assumptions specified, is it your position that the postage savings to
the mailer who had adopted the changed practices prior to the rate change "would not
reflect any incremental cost reductions to the Postal Service, because there are no
changes in mailing necessary to achieve them"?

b. If your answer to part a is other than an unqualified no, please confirm that your
recommended policy of denying rate recognition to cost-saving practices that have
already been undertaken (1) makes impossible the achievement of lowest combined
mailer/USPS costs and (2) causes the disparity between actual costs and lowest
combined costs to increase over time, as cost-saving mail characteristics that are
unrecognized in rates mulliply and accumulate. If not confirmed, please explain.

RESPONSE

a. Yes. In the situation you present, the mailer made the changes and the Postal
Service enjoyed the assumed cost savings under one set of rates. If the rates are later
changed, the rate reduction to that mailer will not reflect any incremental savings to the
Postal Service, although if other mailers adopt the practice being rewarded, there will be
incremental savings. | don’t think that this is a complicated concept. Before the
introduction of bar code discounts, some mailers were barcoding their mail. Then the
discount was introduced, and more mailers barcoded their mail. 'm sure that the Postal
Service had to estimate the revenue loss associated with the rate reduction for first set

of maiters, for which there would be no incremental cost savings.

2403507
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Another way to look at this is to assume that there is no “adoption of the same practices
by other mailers.” And let’s go back to the barcode example. [f after the introduction of
the barcode discount there had been no more barcoding than there was before its
introduction, there would have been lower revenues but, because there were no
incremental cost savings, no savings to offset the revenue reduction. If at the time the
cost coverage hovered near zero, an immediate rate increase might have been

necessary, all because there was no “incremental” cost saving.

It wouid be wrong to read too much into this answer. | am not saying that it is never
appropriate to reflect in rates practices that are already in place for some mailers, either
to encourage those practices in others or even to make the rates more fair. | supported
the barcode discount, even though some were already barcoding, and the existing pallet
discount, even though many were already palletizing. That support does not change
the fact, however, that there were mailers who enjoyed rate reductions without changing

a thing and without being responsibie for incremental cost savings.

b. As | just stated, | have no “recommended policy” of denying rate recognition to cost-
saving practices that have already been undertaken. | was merely pointing out that
there will be big savings to the complainants with no incremental cost reductions.
Although Time Warner's costing experts are better equipped to respond to these
questions, | do believe that, if | had such a recommendation, which again | do not,
implementation of such a policy would likely make it impossible to achieve lowest
combined mailer/USPS costs absent unusual circumstances. Such unusual

circumstances would include a situation in which all mailers are set in their ways and

-9.
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the mailer practice that saved USPS costs didn't cost the mailer anything, or was less
costly than not undertaking the practice. | have in mind, for example, walk-sequencing
of saturation mail lists, which | understand is basically part of virtually any obtained list,
and so, again as | understand it, walk sequencing which saves the Postal Service
money costs the saturation mailer nothing. | also have in mind palletization of large
volume mailings, which can be less expensive for the mailer than sacking the same
mailings. But{ don’t mean to quibble with you. | understand that if none of the changes
proposed here are implemented, lowest combined mailer costs will not be achieved. |
also agree with statement in part (2) of the question that if cost saving characteristics
continue to be developed but are not recognized in rates, the disparity will grow. If asin
the past some cost savings characteristics are recognized and some are not in order to

reflect policies other than “lowest combined cost,” this effect will be diminished.
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TW et al./ABM-T3-12:
Please refer to your testimony at p. 13, il. 6-12, where you state:

It would be far preferable, | submit, for the Postal Rate Commission
at the conclusion of this case to encourage the Postal Service to
investigate and study all of the issues raised in this proceeding, and
to propose in the next case any rate structure changes, with
associated rates, that it believes will both encourage mailers to
continue the move away from sacks and give some degree of
protection to those mailers who, due to their size, their business
models or other factors would not be abie to avoid large, crippling
increases if the proposals did not account for their existence.

Please confirm that your testimony does not identify or demonstrate the
existence of even a single mailer who "would not be able to avoid large, crippling
increases” under the rates proposed. If you do not confirm, please name or
describe with specificity every mailer whom your testimony so identifies.

RESPONSE

| can confirm that my testimony does not identify a single mailer who woutd not
be able to avoid large, crippling rate increases under the rates proposed. This is
a very competitive business, and a business that for the past several years has
not done well financially, as advertising revenues dropped significantly. When
publications are in financial troubie, publishers tend not to want to broadcast that
fact, since that information would be useful to competitors and to those who
might be thinking about acquiring the publication at a bargain price. Thatis a
major reason why you don’t see testimony from an American Business Media
member saying “my publication is in serious financial trouble, we’re too small or
publish too frequently to be a good co-mail candidate, and the proposed 45%
rate increase would be the death knell for us.” The complainants themselves
have taken the reasonable position that not every Periodical mailer is in a
position to change the way it presents mail in order to avoid the brunt of the
increases they propose, and they cannot deny that, without such changes, some
publications will experience double digit—and in some cases high double digit—

rate increases. | don't think it's necessary to identify specific publications that

2402288
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meet these descriptions to contend that they exist. And even if | were able to
identify ten such publications, | suppose the response would be to the effect that

I'd identified only ten out of twenty-five thousand or more.



Response of ABM to TW et al./ABM-T3-13

TW et al./ABM-T3-13:

In response to TW et al./ABM-T3-5 you list the Periodicals published by Crain
Communications, along with the printers serving each publication.

a. Please specify the frequency (e.g., weekly, biweekly, monthly, etc.) for each of
the listed publications.

b. Please provide at least a rough estimate of the average percent editorial content
of each publication.

c. Please refer to your response to TW et al./ABM-T3-4 and indicate, for each Crain
publication, the minimum number of pieces per sack normally specified when you
develop the presort for a given issue.

d. Which, if any, of Crain’s publications are airlifted to some locations in order
speed delivery?

e. Which, if any, of Crain’s publications do not maintain a website at which some or
all of their editorial contents can be accessed?

f. Which, if any, of Crain’s publications do not on their websites provide news that
is updated more frequently and accessible to the subscribers sooner than the printed
version?

g. Which, if any, of Crain’s publications limit access to the editorial contents on their
websites to paying subscribers?

RESPONSE

a. See chart below.

b. See chart below.

C. The minimum number is six in all cases.

d. Advertising Age, Automotive News, Business Insurance, TelevisionWeek,

Investment News, Modern Healthcare, Waste News, Pensions & Investments,

Tire Business, RCR Wireless, Plastics News.
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e. Coin-Op, Drycleaner, and Laundry News do not.

f. All of the publications with websites may update their information between

issues, although all of the new content may not appear in the next issue.

g. Based upon the further explanation that “paying subscribers” refers to people
who pay for either a hard copy subscription or pay for web access (or both), | believe
after inquiry within the company that Modern Physician, B-to-B, Waste News and

Pensions & investments are the only Crain websites that do not have unlimited free

access. | have been advised, however, that within the next coupie of months both

Autoweek and Televisionweek will begin to limit access to paying customers and that,

within six months, Workforce will as well.

CHART FOR 13a. AND 13b.

PUBLICATION FREQUENCY
Advertising Age Weekly
Automotive News Weekly
BtoB Monthly
Business Insurance Weekly
TelevisionWeek Weekly
Crain’s Cleveland Business Weekly
Investment News Weekly
Modern Physician Quarterly
Modern Healthcare Weekly
Rubber and Plastic News Bi-Weekly
Waste News Bi-Weekly
Pensions and Investments  Bi-Weekly
Tire Business Bi-Weekly
RCR Wireless News Weekly
Crain’s Chicago Business Weekly
Plastic News Weekly
AutoWeek Weekly
Workforce Management Monthly
Crain’s Detroit Business Weekly
Ad Age’s Creativity Monthiy
Crain’s New York Business  Weekly
Coin-Op Monthly
American Dry Cleaners Monthly
Laundry News Monthly

EDITORIAL %

51%
43%
51%
53%
55%
51%
52%
67%
59%
66%
58%
53%
58%
54%
46%
23%
58%
55%
52%
53%
53%
44%
52%
64%
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TW et al./ABM-T3-14:

You refer, in your response to TW et al./ABM-T3-1, to two sets of co-palletized titles,
represented on lines 77 and 78 of Exhibit LB-1.

a. Do all the co-palletized titles belong to Crain, or are they co-palletized also with
other titles? If they are co-palletized with titles not belonging to Crain, please explain
how you accounted for that fact when you estimated the impact of the proposed rates.
b. Please specify the frequency of publication for the two sets of co-palletized titles.
C. Do you generally palietize the same titles together each time?

d. When did Crain start to co-palletize?

e. Please confirm that Crain was co-palletizing some titles in 2001 and describe any
significant changes in the program since then.

f. What is the minimum pallet weight required in your co-palletization program
before making up a pallet to a given destination?

Q. Piease confirm that the bundles which do not make it onto a pallet in your co-
palletization program are not co-sacked with bundles from other titles but sacked
separately for each title. If not confirmed, please expiain the procedures used.

RESPONSE
a. All of the titles belong to Crain.
b. Set 1 contains 4 weeklies and 1 monthily. Set 2 contains 4 weeklies, 4 bi-

weeklies, and 1 monthly.

C. Yes, depending on the frequency.

d. About 15 years ago.

e. Confirmed, and there have been no significant changes since then.

f. The minimum pallet weight is 250 pounds.



g.

Confirmed.

Response of ABM to TW et al./ABM-T3-14
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TW et al./ABM-T3-15:

At page 7 of your testimony you refer to your “concern that the service we need will be
seriously eroded if we move, for example, from 5-digit sacks to 3-digit sacks.” You also
refer to a Postal Service study at Carol Stream that appeared to show the opposite
result of what you had expected, and express concern that the study may have used a

too small sample.

Apart from the recent Postal Service study that you refer to, has Crain Communications
performed any experiment or analysis to determine, for sacks entered at origin and
going to distant post offices, how the presort level of the sack and the bundles in it affect
delivery time, all other factors being equal? If yes, please describe the results of any
such study along with the methodoiogy used. If no, please state whether you are aware
of such studies performed by other mailers and, if you are, what the results were.

If you are aware of only the recent Postal Service study that appeared to contradict your
expectations, and not of any other studies from which definite conclusions can be
drawn, please explain fully what your concern is based on. Please explain also what
you mean by “the service we need” and whether, in your opinion, that service is being
met today.

RESPONSE

Crain has not performed and | am not aware of any other studies. It is difficult to
“explain fully” the source of my concern. It is based upon my years of experience in the
industry and my basic understanding of how the Postal Service operates. Despite the
absence of any scientific data underlying my beliefs concerning delivery times, the
concerns are real, and we act on them. | know that there are others in the industry who
feel the same way, and | have heard from other Periodical mailers that they've been told
by local postal officials {although | have not been told that myself) that service will be
better if they mail in smaller sacks that travel unopened deep into the system. There
appears to be a substantial concern among small Periodicals mailers that sacks are
less likely to be “lost” and thus delayed than are bundles. The service we need
depends upon the frequency of the titte, but for weeklies, where our concern is greatest,
we need delivery that is both fast and consistent. For monthlies, speed and consistency

are somewhat less important, but we still expect, or at least hope, that our publications



1773

Response of ABM to TW et al./ABM-T3-15

will consistently be delivered roughly the same number of days after they are entered
into the mail. As for whether the service we need is being received today, | guess the
best answer [ can give is “usually.” We work very hard and spend considerable sums of
money, for example for airlifting, in order to obtain the generally good service we
receive. There are of course problems that arise from time to time, but Crain is fortunate
that it is big enough to have someone in my position, and with my staff, to work with the

Postal Service to identify and resolve problems as they arise.



Response of ABM to TW et al./ABM-T3-16

TW et al.’/ABM-T3-16:

According to the response of ABM to TW et al./ABM-68, you were involved in analyzing
the impact of the proposed rates on “Crain and Computerworld publications.”

a, Please confirm that Computerworld is the title of a Periodical.

b. Did you analyze more than one Computerworld publication? If yes, what were
the names of the others?

c. Please specify the line(s) in Exhibit LB-1 that summarize your analysis of
Computerworld titles.

d. Which ABM member media organization owns Computerworld?
RESPONSE

a. Confirmed.

b. Yes. The others were Infoworld and_NetworkWorld.

C. Lines 88-90 {(on both the original and the enlarged, corrected versions).

d. ComputerWorld is a division of IDG.
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ABM-T-3
BEFORE THE
POSTAL RATE COMMISSION
WASHINGTON, D. C. 20268-0001

COMPLAINT OF TIME WARNER INC. ET AL.
CONCERNING PERIODICALS RATES Docket No. C2004-1

DIRECT PREPARED TESTIMONY OF JOYCE MCGARVY
ON BEHALF OF AMERICAN BUSINESS MEDIA
(September 9, 2004)

My name is Joyce McGarvy, and | am submitting this testimony on behalf of
American Business Media in order to comment on the rate and restructuring proposals
that have been advanced in this proceeding by Time Warner, Newsweek, Readers
Digest, TV Guide and Conde Nast (which | will at times collectively refer to as “Time
Warner” to make this testimony more readable).

As a general matter, | agree that Periodicals mailers should take whatever steps
are reasonably possible to reduce their own postage costs as well as the Postal
Service's costs (that are, after all, passed through to mailers). It appears to me,
however, that the Time Warner restructuring proposal—especially with the rates
suggested but not directly at issue here—is too much, too fast. If implemented, they
would sacrifice many small publications in order to assure guaranteed rate reductions
for Time Warner and would result in speculative, modest benefits, at best, for the
Postal Service and most other Periodical mailers. | draw these conclusions not as an
economist or a Postal Service costing expert but as a person who, unlike the Time

Warner witnesses who presented the proposal, has actually been involved in both
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producing and distributing Periodicals through the mail. Theory is nice, but reality is
often different.

Autobiographical Sketch

My present position is Corporate Distribution Director for Crain Communications,
where | have been employed for twenty-five years. Crain Communications is primarily a
publishing company with thirty titles providing vital news and information to industry
leaders and consumers. Each newspaper or magazine has become required reading
and an authoritative source in its own sector of business, trade and consumer market.
In my present position, which | have held for nineteen years, my responsibilities include
managing the distribution of all of Crain’s weekly, bi-weekly and monthly publications, a
job that includes managing the company's postal affairs.

During my years at Crain, | have been very active in the industry. | am presently
the Vice-Chair of the Mailers Technical Advisory Committee (MTAC) and President of
the Red-Tag News Publications Association. | have served on MTAC for approximately
nine years, during which time | served on numerous committees and work groups,
including serving as Industry Co-chair for the Electronic Publication Watch and the
Electronic Mail Improvement Reporting (eMIR) work groups. | am the Industry Co-chair
for the Periodicals Operations Advisory Committee (POAC), and | serve as Industry Co-
chair for the Postal Service's Periodicals National Focus Group and the Great/Lakes
area, and | am a member of the Periodicals Advisory Group.

I have a degree in Transportation from the College of Advanced Traffic, Chicago,
IL, a Bachelor's Degree in Business Administration from Cleary College, and a Master's

of Science in Administration Degree from Central Michigan University.
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Overview

Time Warner proposes a radical restructuring of the Periodicals class that would
produce changes far more drastic than those previously rejected by the Commission,
such as in its several decisions refusing to zone the editorial pound rate and its decision
in the 1995 reclassification case, MC95-1. There appear to be several basic rationales
advanced for the proposal, including: (1) present rates are unfair, because some
publications pay too much while others pay too little, (2) the present rates do not send
the right “price signals,” so that mailers are not given the incentives to make their mail
less costly for the Postal Service to handle and (3) with proper rates and price signals,
most (but not all) mailers will be able to change the way that they prepare their mail and
avoid the large rate increases that would otherwise befall them. Underlying much of the
Time Warner presentation is the suggestion that a large number of Periodical mailers
are doing things like mailing in low-volume sacks for no good reason—simply because
they can without paying a rate penalty.

In my opinion, the presentation in support of the changes requested is a mixture
of truth, questionable assumptions and wishful thinking. It fails to take into account
mailers’ desire for better service, the degree to which rates already reflect cost
differences and the changes that are now underway in the industry without any
additional rate “incentives.” And it suggests near indifference to the service and other
problems that could confront many publishers of small-circulation Periodicals if they
sought to avoid the very large rate increases that a new structure could impose.

From the response of the Postal Service to the Complaint and comments of

Postal Service officials in the past few years, it appears that it intends to move forward
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with certain rate design changes, but to do so with caution in order o make certain that
its mission to “bind the nation together” is not unduly impeded by the unintended
consequences of a massive, one-time shift in rate design. Aithough “ready, fire, aim”
may be a valid and profitable corporate philosophy for Quad/Graphics, according to
witness Schick (Tr. 442), | do not think that it is an appropriate credo for the Postal
Service.

The Industry is Changing

Witness Schick remarked more than once during the hearing that the present
rate schedule provides ample incentives for co-mailing (Tr. 403, 504), and he also
testified that Quad/Graphics is able under the present rates to justify drop-shipping of
Periodicals with editorial content of 15% or even less. (1r.436) He is absolutely correct.
That is why Crain has five of its small circulation publications co-palletized by
Quad/Graphics and nine of its small circulation publications co-palletized by RR
Donnelley. All of these co-palletized publications are drop shipped. The present
incentives are also why other American Business Media members co-palletize and co-
mail and why some of the complainants’ publications are co-palletized or co-mailed.

Time Warner submitted a number of interrogatories to American Business Media,
asking American Business Media to confirm that it has been encouraging its members
to investigate co-palletizing and co-mailing and that they are doing so. Combined with
the educational efforts of others, including the complainants themselves, printers and
other vendors, those efforts now are paying off. | understand that in the past couple of
years, monthly publications of American Business Media members, and | would

assume, smaller circulation publications of non-members, have begun to be co-mailed
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or co-palletized. 1 have seen full page ads from Publishers Press, which specializes in
shorter run publications, touting its co-palletizing capabilities, and it is well-known in the
industry that, last month, Quebecor World announced that it is moving forward with the
purchase of two 30-pocket co-mailers and will actively market that service to short-run
publications. Even more recently, Fairrington, a transportation services company with
substantial involvement in the Periodicals industry, announced that it is moving forward
with a consolidation, co-palletization and transportation initiative that, it is hoped, will
eventually allow publishers who use printers that cannot co-palletize to have their mail
co-palletized and drop-shipped.

I know very well, and have worked closely with, key people at Quebecor World
and Fairrington and am confident that they would not be investing time, money and
management attention to co-palletizing and co-mailing endeavors based upon
specuiation that the postal rate structure will change dramatically. Rather, | am certain,
or as certain as | can be without being in their board rooms, that they—like
Quad/Graphics and Publishers Press—understand that the present postal rates,
combined with mailers’ desire to get out of sacks whenever they can, have produced an
environment in which Periodical mailers are changing and will continue to change. We
do not like excessive sack use any more than the printers do, or the Postal Service
does, because sacking mail imposes costs on printers that are passed on to us.

| know that | cannot predict, and | do not suppose that anyone can, whether the
changed mailing patterns that are certain to occur in the next couple of years without a
massive rate design shift will move enough mail so that the remaining high-cost mail will

impose a minimal and acceptable burden on the subclass. That is certainly a
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possibility, however. When Crain co-palletized fourteen of its publications, we were
able to eliminate 900,000 sacks a year from the mail. Multiply that number by the
hundreds or thousands of Periodicals that will begin to comail and co-palletize as
Quebecor World, Fairrington and others ramp up their operations, and it is apparent that
a major shift has just begun.

But There Are Limits to that Change

If all Periodical mailers could move from small sacks to either big sacks or
pallets, and from small bundles to big bundles, and could then drop ship their mail, there
would be less concern about the rate design (and rates) proposed by Time Warner,
assuming of course that their implementation were delayed until the infrastructure
changes have taken place. But, unfortunately, it would be a huge mistake to push
forward with rate structure and level changes on the assumption that all publishers have
the ability to adapt to that rate structure. | know from the study we and a few other
American Business Media members did of the impact of the proposed rates, the results
of which were provided to Time Warner in discovery and provided as an exhibit to Lou
Bradfield’s testimony, that rate increases of 50% and more under the proposed rates
would not be rare. | recognize that in some of those cases it would be possible, in
theory, to reduce the increase to a significant extent (but not necessarily without cost in
terms of money and service), but even the complainants recognize that this is not a “no
publisher left behind” recommendation.

Crain publishes both weekly and monthly publications, and I'll be the first to admit
that a publisher's flexibility with respect to monthly publications is greater than it is for

dailies or weeklies. The complainants concede that co-mailing and co-palletizing are
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extremely problematic for weeklies (Tr. 425}, because they must be entered into the
mail immediately after printing and cannot wait around the plant for the several days it
takes to complete a co-mail or co-palletizing program. But weeklies and dailies,
especially, also cannot simply increase sack sizes, rather than build pallets, to avoid the
brunt of the proposed rate increase, because of our concern that the service we need
will be seriously eroded if we move, for example, from 5-digit sacks to 3-digit sacks.

| recognize that this is a somewhat controversial issue, although witness Schick
understood (Tr. 340) that mail in 5-digit sacks is likely to be delivered more quickly than
if that mail were on an ADC pallet. As | understand it, there is no theoretical reason
why, for example, mail arriving at a destination SCF in a 3-digit sack should not be
processed and delivered on the same day as mail received at that SCF in a 5-digit sack
that is sent directly from the SCF to the DDU. As a member of the Periodicals
Operations Advisary Committee, | also know that, with product supplied by Crain
containing Planet Codes (used to track delivery), the Postal Service just completed a
very small experiment in Carol Stream, lllinois, to determine whether this belief is
accurate. The results of that study were not consistent with our belief that service would
be eroded, but everyone involved recognizes that the sample was far tco small to permit
any conclusions, other than that a better test should be conducted. Because delivery
times are absolutely crucial for weekly publications, we cannot afford to make a mistake
in this area. In the business-to-business world, if the information is not delivered when it
should be, which is often on Monday, the ramifications for the publisher can be very
serious. A publisher faced with eroded service or much higher rates would face a

Hobson’s choice—a choice | hope that Crain and | never have to make. In fact, for the
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small test in Carol Stream we were so concerned about service that we did not use our
subscriber copies but added new addresses (of postal employees) for the test copies.

The proposed rate structure would present other problems for small publishers
as well. Crain is a relatively large and, | submit, sophisticated publisher of short-run
publications numbering around 30, with one larger publication (Autoweek). It can afford
to have a distribution department of the type | head, and it is large enough to be an
attractive client for large and sophisticated printers. As a result, we can find a printer,
such as Quad/Graphics and RR Donnelley, that will co-palletize our publications, and
we have the knowledge, the software access and, frankly, the money that would permit
us to at least attempt to weigh rate versus service issues and to make the horrendously
complex sacking, palletizing, bundling and drop shipping decisions that would be
necessary for every mailing under the proposed rate structure.

Make no mistake about it—if rates were as proposed by Time Warner, the task of
figuring out how to best “package” a mailing would be enormous and, | would think,
simply beyond the capability of many small publishers. | know that we were not even
able to calculate the postage at the proposed rates with our present mailing
characteristics without mail.dat files (that not all publishers produce) and a new program
developed by Time Warner. One ABM member that wanted to calculate that impact for
its publications gave up and asked me to do it. The task of simply calculating the rates
for a publication with specified characteristics, which is what we did, is far less
complicated than calculating when, for example, it might cost less under the proposed
rate structure to mail large sacks than small paliets, where the crossover point lies

between larger, less finely sorted bundles and smaller, more finely sorted bundles, and
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the myriad other calculations that would have to be made and repeated to minimize
postage under the proposed structure.

There are other reasons as well why co-palletizing and co-mailing may not be
available to, especially, small publishers. There is no escaping the fact that a co-pallet
or co-mail program needs a threshold volume to be efficient. It is no accident that
nearly all of Quad/Graphics’ co-mail pools have at least one participant with more than
100,000 pieces in the pool (Tr. 391), or why witness Schick would not confirm that its
small pool is an economic (as opposed to promotional) success (Tr. Tr. 496-97). Small
printers of short-run publications may simply not have the volumes necessary create
efficient pools, especially for publishers of tabloids, which cannot be co-mailed with
standard trim size Periodicals (Tr. 449).

Although Crain does not publish anything with circulations in the thousands, as
opposed to the tens of thousands, there are many out there who are not represented in
this case and who, due to their size, are not candidates for co- anything and are no
doubt stuck with small sacks. They, too, must be considered, especially because, if |
am correct that the industry is changing, they will not impose an undue burden on the
remainder of the class.

Finally, the country’s major printers, the printers with the volume and the capital
to enter the co-palletizing and co-mailing business, are generally not interested in
printing one or two short-run publications, if that's all the publisher has. Even if they
were interested, they would likely not provide the kind of assistance and "hand holding”
that some small publishers need, and Time Warner's withesses agreed (Tr. 509

(Schick) and 1002 (Mitchell}) that switching printers is not something to be taken lightly.
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Even if a publisher were able to overcome these obstacles and switch to a printer that is
able to co-mail or co-palletize, there is likely to be a delay of up to several years in order
to avoid breaching a printing contract that, typically, would be of 3-5 year duration (Tr.
509).

The Need for a “Measured Pace”

The above considerations, as well as those addressed by the other American
Business Media witnesses, require that if any fundamental changes are going to be
made to the Periodicals rate structure, they be made with adequate notice and at the
‘measured pace” witness Mitchell claims to have adopted (Tr. 803) but in my opinion
did not (see Tr. 923).

Before he testified in this case, Mitchell understood and explained that changes
such as those he now proposes should not be imposed upon an unprepared Postal
Service by the Postal Rate Commission. In a May 8, 2003 presentation to the Envelope
Manufacturers Association, he argued that Postal Service rates are in need of
fundamental change to eliminate averaging and properly reflect costs, yet he also
pronounced (at Tr. 902) that “USPS must do studies to support changes” of the type he
sought then and seeks now. He admitted during cross-examination (Tr. 1146-47) that
he knows of no such studies undertaken since he asserted that studies are needed. In
addition, in that same presentation, Mitchell explained that “USPS must play the
leadership role” and that “[t]he changes cannot be made by the Postal Rate
Commission.” He does not explain what has happened in the past year to justify
changes ordered by the Commission in the absence of Postal Service “leadership” and

the once-necessary studies.

-10 -
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| would like to point out that today's rates are not as unfair and insulated from
cost considerations as Time Warner suggests. | note that the large circulation
magazines published by Time Inc. already pay much lower postage than we pay. For

example, for their main files, Time now pays 17.67 cents per copy, Sports lllustrated

pays 18.73 cents per copy, People pays 19.12 cents per copy and Entertainment Week

pays 17.2 cents per copy (Tr. 116). The Time Warner proposal would reduce these per
copy charges by roughly 2 to 3 cents (Tr. 116). In contrast, we have one publication

mailed by itself (Advertising Age’s Creativity) that weighs roughly the same as these

Time Warner publications--.35 ounces for ours versus .32 ounces, .39 ounces, .36
ounces and .27 ounces for Time Warner's (Tr. 116). Our editorial content is 50%,
compared with their average of 55.5%. Our per-copy postage is now around 30.14
cents, or 66% more than the 18.18 cents unweighted average Time Warner per copy
postage for these four publications. The Time Warner proposed rates would increase

the postage for Advertising Age’s Creativity to 44.47 cents per copy, which is 184%

more than the 15.64 average postage at the proposed rates for the four Time Warner
publications (Tr. 116).

| am not complaining about the present, 66% difference between what they pay
and what we pay for a Periodical of approximately the same weight and only slightly
higher advertising content. | know that Time Warner palletizes nearly all of its copies of
these publications and rarely mails beyond zones 1 and 2. By contrast, we can now
palietize only 21% of Creativity , which has a mailed circulation of 31,320, and we do
not drop ship it. | point out these numbers in order to show with real life examples that

the current rates do in fact to a very substantial extent reflect differences in Postal
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Service processing costs and reflect as well my general understanding that, over the
past ten or fifteen years, smaller circulation publications have faced larger rate
increases than the mass circulation magazines. It would be a mistake to believe that
Crain Communications does not see the present difference of about 12 cents per copy,
or $45,000 a year for this one, small Periodical, as a strong price signal. If we could
mail like Time does and pay the postage Time pays, we would.

Conclusion

| do not blame Time Warner and its allies for seeking lower postage rates, even
though, because Periodicals rates are now to a large degree cost based, their postage
costs per copy are typically well below ours. Our calculations, based upon the "before
and after” postage figures and the circulation figures that the complainants provided in
discovery for their main files, show that the five companies initiating this case would
save, collectively, more than $50 million annually at the rates they propose without
changing a thing about the way they prepare and present their mail, and withogt saving
the Postal Service a penny. More specifically, Time Warner would save $4%;jnillion,
Conde Nast would save $10.7 million, Reader's Digest Association would save $6.7
million, Newsweek would save $4.4 million, and TV Guide would save $13.5 million.
The calculations that produced these results are attached as Exhibit JM-1.

They would save these amounts even if everything they say about postal costs,
the responsiveness of postal costs to changes in mail preparation and the ability of
mailers to change is absolutely incorrect. The postage savings would not reflect any
incremental cost reductions to the Postal Service, because there are no changes in

mailing necessary to achieve them. Others of their size would see huge savings as

-12 -
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well. On other hand, as a representative of smaller circulation Periodicals, | am
concerned that if Time Warner is wrong in these forecasts, these postage reductions,
which would occur in any case, will require postage increases of equal magnitude for
the remainder of the class merely to maintain the very modest cost coverage for the
class.

It would be far preferable, | submit, for the Postal Rate Commission at the
conclusion of this case to encourage the Postal Service to investigate and study all of
the issues raised in this proceeding, and to propose in the next case any rate structure
changes, with associated rates, that it believes will both encourage mailers to continue

the move away from sacks and give socme degree of protection to those mailers who,

due to their size, their business models or other factors would not be able to avoid large,

crippling increases if the proposals did not account for their existence.

| understand that the rapid increase in Periodical processing costs that
characterized much of the past twenty years is finally leveling off, see Tr. 192. | fully
expect that the combination of greater mailer awareness and the entry of new co-
mailing and co-palletizing providers is just the beginning of a major trend in that
direction that will have a very significant impact on processing costs of the type that
Time Warner says it is seeking through a carrot and stick change in rate design. I've
said it before: mailers don't like sacks. Give us a reasonable way to get out of them, or
to reduce the sack count by increasing the sack size with assurance that service will not
be compromised, and we will. It looks like we are getting there, and doing it without
inflicting harm on countless small and under-represented publications that will become

the collateral damage of the Time Warner proposal.

-13-
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CURRECIED

Current and Proposed Postage Costs Exhibit JM-1 page 1 of 3
Volume Current Postage Current Annual! Propcsed Postage Total Proposed
Publication Frequency : (piecea/lasus)} {centa/piece) Postage {cente/piece) Annual Postage Ditterence
Time 51 3,977 381 17.87 $35,842 964.38 15.30 $31,035,503.94 $4,807 480.41
>Sports lllustrated 51 3,323,887 18.73 $31,748,855 .33 15.40 $26,104,237.70 $5,844,617.83
‘é’ <|People 51 2,446,528, 19.12 $23,856,583.83 16.78 $20,011,042.73]  $2.944,.841.10
i= g Entertainment Weekly 40 1,842 961 17.20 $15,5632,728.15 i5.11 $13,6845,321.08 $1,887,407.08
[Time for Kids 26 114,686 29.561 $879,939.80 37.78 $1,126,537.64 -$246 597.84
________ Total - Time Weekly . _ __IWA____ INA_ ______{NA______.__|_.__$107.8610714NA __ _ ____ . | . _ $928235430d $15037,528.39
BMX 12 16,858 38.54 $78,431.08 40.564 $82 502.14 -$4,070.18
g Motocross 12 37,038 41.26 $183,382.55 46.40 $208,227.58 -$22,845.04
2 |Ride BMX 9 18,485 42.05 $69,994.33 44.85 $74,322.16 -$4,327.83
% Skateboarding 12 66,801 58.38 $486,579.97 80.70 $485 121.68 -$18,541.72
ccu Snowboarding 8 83,858 53.06 $270,215.48 £6.50 $288,192.50 -$17,977.02
= [Surt 12 32,564 44.07 $172211.48 48.08 $187,803.10 -$15,501.64
________ Total-Transworid_ __ __IWA ____INA___ WA ______.__)__._._8L24081576NA . _ | ___$1324160.17 _ _ .383,35341
Coastal Living 8 444 101 41.61 $1,478,323.41 37.58 $1,335,145.25 $143,178.16
Cooking Light 11 1,308 587 30.01 $4,319,776.55 2612 $3,750,832.17 $556,044.38
Field & Stream 11 1,270,058 25.73 $3,584,845.18 22.82 $3,160,158.32 $434,486.84
Forune 26 842421 28.59 $6,262,052.26 26.80 $5,860,080.53 $302,082.73
Golf 12 1,180,880 33.77 $4,825,111.63 27 .55 $3,036,388.08 $888,723.55
In Style 13 838,815 81.50 $6,706,325.93 53.37 $5,818,782.35 $6886,543.57
" Money 13 1,781,577 22.88 $5,317,651.03 18.81 $4,588 095.25 $729 5655.78
8 Qutdoor Life ) 751,210 28.15 $1,767,972.74 24 .37 $1,647 628.89 $120,343.84
..3 Psople en Espafiol 11 308,485 25.62 $865,079.09 23.17 $788,235.72 $78,743.37
.© [Popular Science 12 1,267,803 25.85 $3,033,314.29 23.24 $3,536,179.88 $397,135.41
O |Progressive Farmer 14 599,217 20.44 $1,714 719.37 18.41 $1,544 421.90 $170,287 47
D:., Real Simple 10 1,168,973 38.01 $4 564, 064.67 33.35 $3,901,859.98 $682.204.72
o Sk 8 245 277 24.99 $490,357.78 23.42 $459 550.69 $30,808.7¢
= Skiing 7 264 742 22.60 $484 218.65 20.71 $427 287.48 $36,031.17
S Sl for Kids 12 685,289 18.73 $1,562,731.58 17.28 $1,441,751.27 $120,080.29
=2 [Teen People 10 1,105,195 26.58 $2 037,608.31 23.01 $2,543,053.70 $394 554.82
@ [This Old House 10 882 668 30.71 $2,710,6687.26 26.60 $2,347,891.56 $382,775.73
E Sunset 12 1,207,735 28.21 $4,088,424 .52 23.40 $3,361,319.88 $887,104.64
Business 2.0 11 588,437 26.26 $1,6083,981.82 2278 $1,470,138.82 $223,843.00
Yachting 12 96,479 45.75 $525,669.71 44.45 $514,618.99 $15,050.72
Southern Living 12 2,355,680 20.56 $8,355,748.85 24.41 $6,800,994.23 $1,455,754.82
Southern Accents 8 311,780 48.82 $933,843.46 4483 $838,625.84 $95,217.81
Saltwater Sportsman 12 148,875 33.13 $581,072.33 32.06 $571,082.48 $10,089.87
Motorboating 12 141,018 33.06 $559,446.61 31.88 $530,478.45 $19,088.15
....... Total - Time Monthly _ _ _ INA __ WA ___ ___INA__ .. .|_._.870267.70709NA____ _ ____ _| __ $61.331,410.04__ $8,936,297.04
Total - All Time Inc. Cos. N/A N/A N/A $179,369,594. 34AN/A $755,479,122.29 $23,890,472.03
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CUHHRECIED

Current and Proposed Postage Costs Exhibit JM-1 page 2 of 3
Volume Current Postage Total Current Annual] Proposed Postage Total Proposed
Publication Frequency | {piecesa/lssue) {centa/plece) Postage (cente/plece) Annhual Posatage Difference

Allure 12 730,82¢ 35.68 $3,153,873.30 27.55 $2,418,120.87 $737,652.63
Gourmet 12 541,286 35.96 $2,335,800.50 27.55 $1,780,524.56 $546,275.92

GQ 12 787,374 35.86 $3,387,6768.28 27.55 $2,603,058.44 $794 817.84
Seif 12 038 348 35.08 $4,048,150.20 27.55 $3,102,178.48 $946 980.80

@ Vogue 12 781,038 35.08 $3,370,335.18 27.55 $2 582 111.63 §788,223.55
‘5 Bon Appetit 12 1,087,157 36.86 $4 80871284 28.82 $3,003,328.48 $805,384.35
E The New Yorker 52 920,891 21.82 $10,449,832.28 18.89 $8,850,827.33 $1,490,004.85
:‘;, Glamour 12 1,392 481 38.34 $6,406,434.57 30.36 $5,073,013.92 $1,333,420.85
% Vanity Fair 12 752,414 51.51 $4,650,821.42 40.83 $3,668,489.70 $082,351.72
S |Modern Bride 12 160,308 85.44 $1,258,874.52 60.69 $1,167,498.38 $91,376.13
§ Brides 12 127,165 55.02 $839,594.20 49.07 $748,798.39 $80,795.81
8 [Traveler 12 682,900 34.90 $2,859,885.20 28.70 $2,351,907.60 $508,077.60
[Tesn Vogue 12 351,859 20.17 $1,231,647.24 2556 $1,079,221.92 $152,425.32
House & Garden 12 336,844 30.98 $1,251,442.83 25.02 $1,011,340.43 $240,102.40
Golt Digest 12 738,448 30.96 $2,743 474 58 25,02 $2217,110.27 $6526,364.31
Golf World 48 179 244 22.80 $1,879811.07 22.40 $1,846,030.18 $32,080.80
....... Total - CondéNast _ _ _ _\NA ___ _ INA______ INA__ . |_.__.85468747530NA__ | __ _$44,511,540.42  $10,175934.88
DNR 52 10,508 27.70 $1561,357.23 27.51 $150,319.04 $1,038.19
Footware News 52 14 683 27.70 $210,053.53 27.51 $208,812,73 $1,440.80
Supermarket News 52 31,472 27.70 $453,322.89 27.51 $450,213.25 $3,109.43

_g' Home Furnishing News 52 16,899 27.70 $240,532.40 27 .51 $238,8682.53 $1,640.88
& |Details 10 313,842 34.47 $1,081,813.37 28.31 $6819,870.80 $161,042 47
2 |Children’s Business 12 12,185 34.78 $50,855.32 37.16 $564,335.35 -$3,480.04
,g Executive Technology 12 30,273 38.97 $141,568.86 41.34 $150,178.30 -$8,608.64
W lin Furniture 16 23,292 34.85 $129,130.85 37.67 $140,385.54 -$11,254.69
W Magazine 12 431,614 38.44 $1,990,487.78 30.23 $1,565,3680.19 $425,127 .59
Women's Wear Daily 280 28,560 24,67 $1,831,805 62 25.80 $1,915,804.80 -$83,909.28
_______ Total- Fairchild _ _ _ _ _ _INA ____ INA__ A 8$628101734NA__ ___ ____ | ___$579396264 _ _ $487,054.79
Total - CN & Fairchild N/A N/A N/A $60,968,492. 64N/A $50,305,503.06  $10.662,989.58
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Current and Proposed Postage Costs

CORRECTED

Exhibit JM-1 page 3 of 3

Volume Current Postage (Total Current Annual| Proposed Postage Total Proposed
Publication Frequency | (pieces/issue) {cente/piece) Postage {centa/piece) Annuat Postage Difference
Header’s Digest 12 10,714,401 20.00 $25.714,662.40 17.00 $21,857,378.04 $3 857 184.36
Selecciones 12 285,705 22.00 $754,261.20 21.00 $719,9876.60 $34,284.60
Taste of Home 6 4,184,396 30.00 $7,549,012.80 28.00 $6,543,257.78 $1,008,855.04;
£ |Birds & Blooms 8 1,867,124 26.00 $3,053,113.44 21.00 $2 465 976.24 $587 137.20
ﬁ Quick Cooking 8 2,608 170 26.00 $4,210,705.20 23.00 $3,724 854.80 $485 850.60
g Country 8 1,157,840 25.00 $1,736,460.00 23.00 $1,697,543.20 $138,816.80
8 |Country Woman 8 1,215 720 27.00 $1,0609 468.40 25.00 $1,823,580.00 $145,886.40
"g Light & Tasty 8 1,455,897 28.00 $2 446,074,686 25.00 $2,183,805.50 $262,079.46
E Reminisce 8 1,088,311 28.00 $1,697,765.18 24.00 $1,567,167.84 $130,587.32
@ |Reminisce Extra 8 340,799 26.00 $531,648.44 25.00 $511,198.50 $20,447.94
Crafting Traditions 8 249,769 28.00 §419,611.82 27.00 $404,625.78 $14,988.14
Country Discoveries 8 340,481 27.00 $551,570.22 25.00 $510,721.50 $40,857.72
Total - Reader's Digest N/A N/A N/A $50,635,159. 14|N/A $43,910.275.56)  $6,724,883.58
Newsweaek 81 2,856,420 17.44 $25 406,142.05 14.51 $21,137,783.84 $4,268,348.41
% Budgst Travei 10 426,512 29048 $1,267,357.38 26,569 $1,134,005.41 $123,281.87
Total - Newsweek N/A N/A N/A $26,663,499.42N/A $22,271,889.05 $4,391,610.37
F TV Guide (All Plants) 52 6,285,141 16.54 $54,057,240.71 12.30 $40.493,008.43] $13,563,334.28
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Response of ABM to TW et al./ABM-1

TW et al./ABM-1:

a.

Please confirm that on the ABM website, location
htip://www.americanbusinessmedia.com/member_directory/directory.cfm contains

a list of ABM members, classified as either:
(1 associate;

(2)  educational;

(3)  international;

(4)  lifetime;

{5)  media organization;

{6)  publisher; or

(7)  sister member.

-

Please confirm that the attached table (Table ABMList-1) contains all current ABM
members. If not confirmed, piease list all current members not included, by
member category, and indicate which if any of those listed are not current
members.

How does member category affect a member’s (1) voting power; and (2) annual
dues?

Why is one and only one member listed under the category ‘publisher’?

Please indicate which of the listed members are printers who print one or more
publications that are mailed under Periodicals rates.

Please indicate which of the listed members publish at least one publication that is
mailed under Periodicals rates.

Please indicate which of the listed members publish at least one publication whose
editorial contents can be accessed wholly or partially on the internet.

Please provide the address and any internet url(s) of each member.

Please identify each member that is a for-profit company and indicate for each
company whether it is privately owned or publicly traded. If publicly traded, please

2373839
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Response of ABM to TW et al./ABM-1

identify the exchange on which it is traded and the name or code under which it is
listed.

RESPONSE

a. Confirmed, as of the date of the request. However, since that time, category (6),

“publisher,” has been removed, since its inclusion was an error.

b. Confirmed. for members as of May 2, 2004, the most recent American Business

Media board meeting prior to the drafting of this response.

c. American Business Media objects to this question on the ground that it is not

reasonably calculated to lead to the discovery of admissible evidence.

Notwithstanding this objection, American Business Media provides the following
response: (1) Only media organizations, category 5, may vote. (2) Categories 3 and
5, international and media organizations, pay annual dues based upon advertising
revenues. Category 1, associate members, pay a fixed annual amount. Category 4,
lifetime members, pay a one-time fixed amount. Categories 2 and 7, educational and

sister organizations, pay no dues.

d. The listing of one member under the “publisher” category was a data entry error that
has since been corrected. That member should have been listed as a media

organization.
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Response of ABM to TW et al./ABM-1

e. American Business Media does not collect or maintain information on the specific
publications printed by printer members. However, based upon our general knowledge,
we believe that the following members are printers that print one or more publications
that are mailed at Periodicals rates: American Press, LLC , Banta Publications Group,
Brown Printing Company, Cadmus Specialty Publications, Democrat Printing &
Lithographing Co., Publishers Press Incorporated, Quad/Graphics, Inc., Quebecor

World, RR Donnelley Company.

f. American Business Media does not routinely collect or maintain information on the
rates at which member publications are mailed, although based upon our general
knowledge we believe that the vast majority of our member publications are mailed at
Periodicals rates. To identify the members with at least one publication, please see the
American Business Media directory on the American Business Media website, the URL
for which is set out in your guestion TW et al./ABM-1 a. Please note that the members
themselves, and not American Business Media, maintain the listing of publications at

that website.

g. American Business Media does not routinely collect or maintain information that will
permit it to identify members that publish at least one publication whose editorial

contents can be accessed in whole or in part on the internet, although based upon our
general knowledge, it is our understanding that many of the members with publications

maintain such web sites. To further identify such members, please see the American

2373639 -4 -
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Response of ABM to TW et al./ABM-1
Business Media directory on the American Business Media website, the URL for which
is set out in your question TW et al./ABM-1 a. That directory lists web sites for many
member publications, and we believe that examination of those web sites will reveal
many instances in which at least some of the editorial content of the publication is
available. For example, at that website click “Advanstar” under “Browse Records,” and
you will find a listing for that media organization along with a list and description of its

publications. Click, for example, the publication Aftermarket Business to move to that

publication’s web site, where there is editorial content at least some of which appears to

be from the publication.

h. Except for the member-maintained information in the directory on the American
Business Media website, the URL for which is set out in your question TW et al./ABM-1
a., American Business Media does not collect or maintain this information. We believe

that the directory information is reasonably complete and accurate.

i. American Business Media objects to this question on the ground that it is not

reasonably calculated to lead to the discovery of admissible evidence.

Notwithstanding this objection, American Business Media states that does it not collect
or maintain this information concerning its members, although based upon general
knowledge we do know that some members—such as Primedia, The McGraw-Hill

Companies and Penton Media—are publicly traded on the New York Stock Exchange,
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Response of ABM to TW et al./ABM-1
while others, such as Lebhar-Friedman, Inc., Crain Communications, Inc. and Bobit

Business Media, are privately owned.
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Response of ABM to TW et al./ABM-1

_Table ABMList-1

M_erpher Nrame 7 S o WLMember CatJ:Lrl
ABRY Partners. LLC o | Associate
A(,L,__(_)H_Il[abllll\; Infqrmat]on Maﬁndgemtnt Inc 777J$sggate
AdMedia Partners, Inc. o - Associate
_ Affinity Re,searc_f_l_ L ~ Associate
~American Press, LLC o o Asg)gﬁge B B
Apprlse Medld L_L_C i . Associate o o
“Banta Publications Group . Associate !
. Bariston Partners, LLC o o | Associate - i
Bd[rls}ablg Broadcastmg_ Im, - o Absocmte ]
Bay Sherman Craig & Goldstem LLp - : Asg&@te - :
Bf_rkerv Noves & Co. o ' Associate i
" Berkshire Infgﬁr’matlon Sy stcms InL o ~Associate B
BI;{\fjpannlal Network o ~ Associate B - i
~ BizViz Internet Anal\ms lnc S o _ésﬁsgc’lagei -
Booz Allen Hdmllmn o . Associate L
lﬁgg.ton Venlures Mandgemcnt lm _ 7 Associatéﬁ R
~Brown Bro[hgrb Harriman & Co S Associate -
Browﬁr}frmtmg Company L - i Assouate“ B
Cadmus Specialty | Publ:aauons 7 o B " Associate o
‘Chaffee Interactive - o ~ Associate -
_CIT Group. Inc., The - o ‘Associate . 7”77 )
szens Bank of Massaghusetts - _ Assomate" ' 7:7

Cl;_tf(_)rd Paper.Inc. | Associate

- Computer Fulfillment o - o Assocmtc
~ Datasystem Solutlonsilm _ - - A;ﬁgﬁjme _ ______ o
Datatrax Publishing Svstems In(, o - __Associate ___
~ Deloitte & Touche LLP o | Associate L
~ Democrat Pri Prmtmg_& thhographmg Co_.__________ ! Assouate B o .
_DeSilva & Phillips, Inc. o S | A_s_s_cx:_la_te - 1
Edith Roman Associates - 7 ; _Associat_ém - W”‘?
Eps:lon Management Sy stems II"IL S ' Associatfé” - 77_ ‘
Erdos & Morgan ______ _Associate
ExactTarget 7 o o o A Assouateﬁiiiﬁﬁ%ﬂ ~
Fauorlal Lid. B . S - Absocmteiﬁ _____
FIND/SVP _ o o i Associate L
FosteRLErmts ) - L 7Aﬁbsocth |
freebizmag.com . , o e ,,,75*5.0_‘.3..'_0‘_{(_3_“- ,,,,,:Wi
GE Capital o B _.____________AS,SOCEE“;?_ . B :
Googh, Inc. - o _Associate o B '
Hallmark Data Systems o o 7 ~ Associate |
Hgl;rlisiNespm S o ' Assouate i
- Harvey | R{,search Im S ,,7,,,,77,,| Associate
___Hltyxis;ig - o + Associate )
“IMS/The Auditor  Associate |
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| ISG Solutions

| Associate

Publishers Press Inc_oiporated

Javien Digital Payment Solutions

Jordan, Edmiston Group, Inc., The

NIEdldBl’Elll’!_b

j MCG (;p!ta] Corporation

Media Services Group Lid..The

Mediamark | Rescarc,h Inc.
NewsStand Inc.
NIA Group. The L
Nlall Kavanagh Commumcat:onb 7

Olive Software

Omedd Commumcatlons

PLITV Judd S In(,orporatcd
megsten Pdr_t_r_a_e_(s LLC
Proximity Marketing

Qittitut Copsu_l_tmg LLC

Quad/Graphics, Inc.

Quebecor World o

Readex, Inc.

RSlevrlgh

Reprln[ Manager_nent Servi ILes .

t

RR Donnelley Company

Sandler Cap1talﬁanagement

© Associate

Associate

. Associate

! Associate

Associate

Associate

Associate

Associate

Associate

Associate

© Associate

Absomate
Assocmte
Assocmte

~ Associate

Associate

_ Associate

Associate

~ Associate

Associate

Associate

" Scher Group

SearchChannel

_TNS Media IntelllgenCL/ CMR

Unmfalr Inc.

W B. Grlmes & Company

Warburg Pincus

Veroms Suhler Stevenson o

Wells Fargo Commumcations Finance

Associate

~ Associate

_ Associate
_ Associate

Associate

Whrtestom Communications, Inc.

Zimo Systems Inc

_Associate
_Associate
© Associate

- Associate

Associate

Columbta Um»ersnv Gréduatc School of Journalism

Fordham University Graduate SLhOOl of Business Admm
How ard University, School of CQmmumLatlons

~Associate

_Associate

- Associate

' _\'_7Educati0na!

Educatlonal

Educatlona!

"New York Unl‘vt.rbll\v School of Continutng Ed. Center for

Publishing

Northwesterﬁ_thers:tv Medlll Schonl of Journalism

] O_hm Umversutv

" Educational

Educatlonal

Educatlonal__

Educational

S\ racuse Unwersny S.L Newhouse School of Public
Communications

" Educational

University Of California. Berkele» Graduate School of

Journalism

-8 -

Educational
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University of Georgia, College of Journalism and Mass
Communication

Educational

Umversny of Missouri at Columbia, School of Journallsm

University of Southern California. Annenberg School for
. Communication

i Educational B

‘Educational

B_rum;.o Comm_un__lcatlor__ab Inc.

" C.CT Asia-Pacitic Ltd. (Hong Kong)

EMAP Commumedrt_lon;j_:{d (_UK}____

Guangzhou Advertlsmg Co Ltd

" Nikkei Business Publications Amerlca Inc.

:_ Rogers Medla/Busmcss [nformatlon Group ) o
VFEP Commu_nlcauons LTD

'Hobb:. Gerald S

Littleford, William D.
- McAllister Jr.,

W ickersham, John o

Babcock Sr. . John

Kobdk_ James B.
Lauinger, Jr.. Phllllp

Donald
Sqrbm Hcrshel B

) Llfetlme

Intematlonal;

| International

Intematlonal

Internanonal L
Internatlonal

I Intunat:onal

o Internattonai

_ International

Internz}tgonal
Llf(.tlme

L]feume

Lnfetlme
: Llf_enme

i Lifetime

: Lifeﬁme

Shore. Doug]as o
Sparks I, BaxterA

L]fetlme

Llfetlme

lOlcommumcatlons -

Llfenme
Medla Orgdnlzatlon

Acoustical Publlcanom Ine )

Me_dlg Organization

Advanstar Tne.

Media Organization

Alexander & Edwérds Publ:shmg

Allured Publlshmg Corporation

. Media Organization

~ Media Organization

Amencan Lawver Media, Inc.

: Media Organization

Aseend Medla Inc.

i Media Organization

B__abpox Publications, Ine

BalI'Publisth

' Media Organization

Media Organization

- Bev-Al Commumcatlons Ine dba Adams Beverage Group

 Media Organization '

Bl“laﬂ Pubhbhlng e,

Bloomberg e
~ Bobit Business Mcdia )
Bond Commumcatlons

| : -
Mt,dla Orgamzat:on

| Media Organization

~Media Organization |

‘Boucher Commumeatlons

_Branch-Smith Publishing
Business Journals, Inc. _
”Canon Co[n_n}umc;ltlons LLC

CMP Media LLC ,
Commonwealth Busmess Mtdlai

_{ Media Organization

- | MedlaO rganization

Medla Orgamzanon

! ‘ ‘Media Organization

_ Media Organization

. Media Organization

Compass Pubheatlom Inc.

Conquest Business Media

Countr\r Journal Pubi:shlng Corﬁpany Inc

_Media Organization
| Media Organization
~ Media Organization

1800
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Crain Communications Inc

Media Organization

CSP Information Group. Inc.

Media Organization

- Curtis-Straus LLC d/b/a/ Conformity

Ddrl’lwd Chase Publluatlons Inc.
- Deal LLC. The

Dcm&i Publu,atlens Inc.

Dlr‘v’k_l";lfled Busmess Commumcatlonb -

Douglaq PUbllLdthl‘lS Inc.

Dowden Health Media, Inc

Edﬂell Commumca[lonb
Ehlert Publishing Group Tnc.

_Media Organization

MLdla Organization

" Media Organization

Media Organization

Media Organization

Media Organization

Media Organization

Elsevier Inc. /Health Sciences Division

Endurancc Business Media

Fa:rchlld Pubhgatnons
Farm Joumal Media
Forbes com

Front Range Puh]lshmg

,GC'\I Publishing
- GIE Media, Inc.

Glll An;hton Publlshm& LLC

Hammock Publishing, Inc.

Hanlev Wood, LLC

Hearst Business Media

ngh Pla:ns Publishe,rs {nL

nghllne Media LLC

Hoarﬂ WD&So_rj_s_ o
Ho\«t Pubh%hmg Compdny
IDG

IEEE Media

lowa Farmer Today. Inc/ Division of Gazette Comm,

James Informational Media, Inc.

_Media Organization
__Media Organization____

. Media Organization

: Media Organization
Medla Organization

Mcdla Organizaticn

_ Media Organization

' Media Organization

Medla Organization

- Media Organization

7 Mcwmzatlon —

- Media Organization
. Media Organization

. Media Organization _

| Media Organization

' Media a Organization
| Medla a Organization

7 ViNledm Organization

. Media Orgamzatlon

1.

.
-

 Media Organization

- Media Organization

- Media Organization

Jobson Publlshmg Co LLC

Journallstlc Inc. )
Kona Communications. InL -

| Laurm Publications, Ine.

] Lebharfneﬁdmap.f lrﬂLW
Lee Agri-Media
_Lee Publications
Lelsurc PUb]lLdl‘.lOﬂb Inc.

Macfddden Commumca[:ons Group LLC

Marketmg & Technolog Group
i MC Publishing

McGraw Hill Compames The
~Media Ventures. Inc.
Mediab!stro com, Ine.

- MediaTec Publtshmg Int.

i Media Organization |

Medla Organization
Media Organization

Media Organization

|
|
|

: Media Organization

Medla Organization

Medla Organization _:

" Media Organization

Media Organization

... Media Organization
| Media Organization

- Media Organization

 Media Organization

' T__I_\_Jledla Organization

Media Organization

 Media Organization
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Meister Media Warldwide

Media Organization

Mercor Media

Media Organization

Metal Bulfetinple
Metdl F:mshmg

Multlmedla Hea[thcare/Frcedom LLC

- Media Organization

© Media Organization

Media Organization

Nduonal Association for the Specialty Food Trade, Inc.

_Media Organization

Natlonal Trdde Publications. Inc.

Network Commumudtlons Inc. /Black’s Gutde

Newport Communications Group

| Media Organization

~ North American Publishing Company
Northbtar Travel Media LLC

 Media Organization

Octdgon Commumcanons Corp
PennWell Corporation
Penton Media. Inc.

Pfingsten Pubrllshmg LLC

Post Newsweek Tech M::H];Cr()up
Preston Pubh;atlons

Prlmedla Business Maga:v-lur-]u & Media

Professional Med:a  Group., LLC
Progresswe Farmer
~Putman Meglm

_ Media Organization

. Media Organization
Media Organization

_Media Organization

Medla Organization

Medld Organization

I\/_Iedla Organization

Medla Organization

. Media Organization

. Media Organization

| Media Organization

Media Organization
Media Organization

Quadrant Media Corpomllon N

Media Organization

Randall Publlshmg

I Media Organization

Red 7 Medla Ine.

. Media Organization

Se holast:(, InL

~ Media Organization

~ Media Organization

Slmmons -Boardman Publmhm&2 Corp.

- Media Organization

: VSVmartBrlef 777777777

Media Organization

Sos[and Publlshmg Co

SRDS

ST Medla_Group Internanondl Inc.

Media Organization

Media Organization B
Media Organization
Medla Organization |

Stamats Business Medld

Successful Farmmb

Summit Publishing Compdny

_'T-ﬁg_l_\;l_;lgazme Group
Thomas Publishing Compdny B
Thomson Media

Medla Organization

| Media Organization
Mt.dla Organization
_Media Organization

Medla Organization o

 Media Organization

Trade Prressr Pubimhmg Corp
Trend Publishing Inc.
Umted Publications

~ Vanee Publishing Corporation

Media Organization

Medla Organization

| Media Organization

- Media Organization

\/ NU Business Media

W att Publishing Company

Wicks Business Informatl()ﬁ LLC

Media Organization

: Media Organization

Media Organization

- Williams Publications Companv E.W.

Media Organization

Wl[ter Publishing Corporation

Media Organization
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Ziif Davis Media. Inc. Media Organization
Lippincott Williams & Wilkins/ Wolters Kluwer Publisher
Advertising Research Foundation (ARF) Sister Member
i American Advertising Federation o 7_S|Stglj‘l\/[embe - ‘
~ American Association of Advertising Agencnes (AAAA) Sister Member
AbSOleIIOT_]_ of _Natlondl Advertisers, [nc (ANA) " Sister Mrermbe_r N
i’ Audit Bureau of Circulations (ABC) ~~ Sjster Member o
- BPA Internatlonal o 7 Smter ter Member
‘ Busln_e_a.b Marlitjg_g Association o jstgLMember i
Direct Marketing Association (DML_ o ~ Sister Member
j Society of Independent Show Organizers Sister Member

2373639 -12-



1804

Response of ABM to TW et al./ABM-2

TW et al./ABM-2:

Please review the list of publications in the attached Table ABMList-2 and confirm that
they are published by ABM members or their affiliates (hereafter, "ABM-member
publications”). If not confirmed, please identify those that are not published by ABM
members or their affiliates. Please also identify all publications by ABM members or
their affiliates that are not shown in the table, including any publications by ABM
members or their affiliates that are published electronically only, hardcopy publications
that are distributed by the Postal Service but not under Periodicals rates, and hardcopy
publications that are distributed outside of the U.S. Postal Service.

Response

The list of publications to which reference is made appears to contain publications
produced by American Business Media members. This list, which we understand is the
same list used by American Business Media in certain interrogatories to Time Warner et
al. witness Gordon, rearranged in alphabetical order, was obtained from American
Business Media's directory, which is updated by the members themselves. Therefore,
although American Business Media believes it to be accurate, we cannot state with
absolute certainty that every publication on that list is in fact published by an American
Business Media member. American Business Media does not collect or maintain a list
of publications not on that list that are produced by its members or their affiliates,
although we are aware that some of our members, such as Primedia Business
Magazines and Media and Hearst Business Media, are affiliated with publishers of

consumer magazines that are not members of American Business Media and that are

not listed in our directory or on that list.
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~ Table ABMList2: ABM Publications ' |

1up com
411 Publrshrngﬂ

Academrc Physlcran_i_Sc:erLrst
_Accessories
_ Accounting }'gonnology
. Accounting Today
Ad Age’s Creativity
- Advanced Packaging
Advemsrng Age o
. Aerogpace Daily & Defense Report
I Affordable ngs:ngfrrrance_r_ne_gazrne__

‘ aggman com
_Agri Marketing
AIDS Alzheimer | Dlsease & Related Researcn
~Air Cargo World o
_Aircraft Blue Book Drgest

Araska Fisherman's Journal

_Alternative Investor
~ American Acreage
Amerrcan Artist
American Banker Onlrne o

_American Coin-Op__~
_American Drycleaner
Amenoan Heart Journal

| American Journ_al of Clinical Oncology

L Amencan Journal of Forensrc Medrcrne & F‘arhology )

7 Accessory Merohandrsrng

| Adweek

'_”' AIDS Reader

~ American City & County

~_American Journal of Cardsology

20/20 , i

 AANews
i ABOS Mai neiEglge Book

) Academ|c Medicine - R
 Access Control & Securrty Systems

| Accounting Technology First Look

' Accounting Today First Look

. Addiction Medicine

Advances in Anatornrc Pathology

C AFLewis

i Aftermarket Busmess o

Ag Retarler e
i Aggregates Manager

VAgn -View

EAIr Transport v Worle
Arrplay_onltor
_ Alexander Hamilton Awards & Conference o
Arn LawTech )
Amerrgaﬂggm & Broker o
~ American Banker

__ American Demographrcs
_ American Fruit Grower

_American Journal of Dermatopathology
. American Journal of Gastreenterology

Amerrcan Journal of Medicine

Amer’Iquj Journal of Obstetrlcs and Gynecology

| American Journal of Ophthalmology

. American Journal of Crthopedics

American Journal of Preventive Medicine -

* American Journal of Surgery

_American Journal of Therapeutics

American Journal of Surgical Pathology

American Laundry News

_American Lawyer, The
American Palntrng Contractor

_American Salon

1A Amerlcan Machinist

American Printer
American SChooI & Unlversrty

_American Spa
Amencan Vggetabre Grower

Annals of Emergency Medicine
Annals of Plastic Surgery
_Annals of Theragic Surgery
_Anti-Cancer Drugs

© Apparel Magazine

Appliance o

_ Applied Clinical Trrals

Aeply L

2373839

Arnerrcgw;l’rucker

 America’s Network i
Amusement Busrness :

Annals cf Long-Term Care 77"7

_ Annals of Surgery
Annulty Market News

 Apartment Finance TodéLrnégazrne

- Apparel Meronandlsrng
i Application Deve!opment Trends

| Applied Immunchistochemistry

| Aguatics International
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' Archery_'B[je'irtess
Architectural Becord

~ Art Business News

ArtExpo Show ) L
ASA/ASPN Refresher Courses o

| Architectural Lighting

Arch|tecture -
Art Mlaml Show
ASA Meetlng Daiires

. Asset Securitization Directory

Agset Securitization Regort
Asseciation Meetings

ATW Dany News .

. Association Meeting & Event Planners

ATM&Deb:t News

_ ATW's Equipment & Technology

ATWOnhne B 3

Auto Rentaiﬂeﬂe

Automobrtwoche -

Automotlve Body | Repalr News
Automotive News

Aviation Daily

Back Stage )

Bakery F’roductron & Marketmg News!etter
_Baking Buyer
BakingBusiness.com

Bank Loan Report

o : Bank Investment Consultant

_ Auto Laundry News
_Auto Trim & Restyling News
Automotwe &7 Aerospace Test Reports
_ Automotive Flest
AutoWeek o N
~Aviation Week & Space Technology
_ Back Stage West
~ Baking & Snack
. Baking Management

Bank Systems & Technology

Bank Technology News BuIIetrn
. Baseline

i Base Station/Earth Station
: Baslinemag.com

Beef

| Beef Today

Behavroral Pharmacology
Benef:tNews Adviser

| Benefit News Connect
. BenefitNews.com

Better Roads

Beverage Dynamics )

| Beverage Aisle
i Beverage Sf_ectrum Magazrne o

-
|
I
I

. Beverage World ) o ' Big Builder _
Big Picture, The ) _Billboard ~

| Big-IT World, _ ~ BioMechanics Magazine

i BroPharm lnternatronal o Bioscience Technology -
BEack s Gurde _ Blood Coagulation & Fibrimolysis

. Blood Pressure Monltorrng
BEoomberg Wealth Manager

. Boat & Motor Dealer
~ BodyShop Business
 Bookseller, The

Bovme Veterrnarlan

Brake & Front End

- i Boating ! !ndustry

7:7_77Bloomberg Markets
BMJUSA

_Bond Buyer, The o
. BookTech the Magazme B

{ BPM Strategies (conference)

! Brandweek

_ Bridge Builder

bridgebuildermagazine.com

_Broadband Week
. Broadcasting & Cable
. Broker Universe
BtoB Medra Business

Broadcast Engineering U.S, !Canada & Worlgigdltrons
Broker
BtoB

Buildcore Suite of Products (Reed Constructron Data)

S R S

Bun_der 7 o

. Building Operatlng Management
 Budings

i Buildings.com____

Building Design & Canstruction

~ Building Products
_ Buildings Interiors

BusCon (trade show)

! Business & Comrrtercral Avratron

 Business 4Site

B.U?.'B?ﬁ@ Driver

2373638
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Response of ABM to TW et al.’/ABM-2

Buéiness Fleet

_Business Forms, Labels & Systems

1807

Busaness Insurance

- Business Performance Management -

_ Business Publication Advemsmg Source

: Business Travel Planner

Bus:nessWeek Online

- Business Travel News
BusinessWeek

CiC++ User's Journal

. CADaiyst

CADE-NCE S Cadence Magazine
California Builder & Engineer — (Reed Construction California Construction Link
_Data)

" Cali Center Magaznne

. R e . Construction Data) _
CanaData Construction Starts (Reed Construction Canadian 5ailings
Data) _
Cancer Genencs an_d___(_)ytogenencs
_Car& Locomotl\.{e Yearbook
" Card Industry Directory

© Card Technology
Cardlology (s} Rewew N

 CardUpdate

) Candy_Buye_@_[_Z_)_J_rectory

_Car Rental Show
_Card Source One
__CardForum

CardLine
Career Adviser

~ CanaData Construction Forecasting -

(Reed

__Caring for the Aged

iCar_;_n_g_Paiiy o

, Casino Executive ~Casino Journal

' Casual Living " Catalog Age
~ Catalog Success - CD Only —

"CENews B CED e e
_cenews.com + CEQ

Cenmcat on Magaz:ne 7

_CertCities. com )
- Chain Store Age _

~ Chain Leader

ChanneIZone (Web S|te) _7 - - " Cheers
- Chemical E Eg_ipment o _ Chemical Processmg -
_Cl World Report o CIo B

: CIC Insight . Cioinsight.com

Clrculation 2_(__)04 Circulation Management

- Claims

C|trus & Vegetable Magazme

. Clark Reports (Reed Construction Data)

Cleanfax

_ Cleaning & Maintenance Management . Cleanlink.com

. CleanRooms _ CleanTech -

_ _._Clinical Biochemistry

. Clinical Geriatrics

lenma! _Dysmorpjology

Chmcai Journal of Pain

1 Clinical Journal of Sport Medicine _

_Clinical Neuro_rnuscular Disease ' Clinical Neuropharmacology

_Clinical Nuclear Medicine _

 Clinical Psychiatry News

Clln:cel Cbstetrics & Gynecology

| Clinical Pulmonary Medicine

+ Clinician News

' Clinical Trials Reporter
_Clinician Reviews
~ Club Industry

Closets

CMEPIanner com

_Collections & Credit Risk o
_ College Adviger

. Commercial Carrier Journal

CMExpo {trade show)
_Collections Source 1
Colorado Constructcon

Commermal Dealer
- Commercial Progerty News

Commermai Chnstrnas Decor

Comrnermai F\shenes News

__ Communications Convergence
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Compute_r Soolety Computer -
. Canerete & Masonry Construction Products

Concrete Producer, The

Conference Insights
~Conformity
Connecticut Law Trrbune

_Construction & . Demolition Recycling

Constructlo_g_Bg_lietln (Reed Constructlon Data)
- Construction Equipment
Constructron 1 News West 3
Constructioneer (Reed Constructron Data)

_ Cﬁor_frsultant for Pediatricians
Consulting-Specifying Engineer __
Censumer Magazine Advertising Scurce
~ Centemporary OB/GYN
Centemporary Surgery
Contingency Ptanmng & Managemem o

~ Compliance Magazine

__ Computerworld

_ CompensationPro

~ Computer Graphics World

Concrete Construction
Concrete Products

) _ Censtruction (Reed Constructlon Data)

. Contemporary Pediatrics _

_Conference of Autorhotlve Ftemarketmg

Connected Home Media
~ Connector Specifier

Constructlon Digest (Reed Construction Data)

7Qorn,st_r_oct|on News (Reed Construction Data}

~ Construction.com

~ Consultant -
_ Censulting Insrghts B
Consumer Goods Technology

~ Contact Lens Spectrum

_ Contemporary Urology
Contract

Contractor,

Control

Control En@eerlng

. Controlled Clinical Trlais

Convenlence Store News

Contractmg rofrts '

- Contractor Too!s & Supplles o

' Control Design
Control Soiutlons R
Conven!ence Store DEC!SIOHS e

| Converting Magazine

" Corn and Soybean Digest. The

[ Cornea

Cornell Hcte! & Restaurant Admaolstratlort Ouartery_

- Corporate C Coun_sel

Corporate Choices
i Corporate Dealmaker
~ Corporate Library Update

_Corporate Gift | B_L_Jyeré 777”

Corporate Meeting & Event ntPlanners
Corporate Syndicate Personnei_DrreotoD/

Corporate Meetings & Incentives

_ Cosmetic Dermatalogy

_ Cosmetic Surgery Times
| Cosmetics & Todletries

Cosmetrc/PersonaICare Packaging : t
: Cotton Farming Management S |

Cotton Grower

Counterman o ] 7 i

Country Fo!ks 7

Country Folks Grower _

Crain's Cleveland Business

Crarn 5 Detr_o_tt E_)usmeisw

| Crain's New York Business

Crane Works .
Credlt & Col!ectlons World Onltne

| Creative Handbook

A”Qredrt Card Management

_ Credit Union Journal, The
CHN

) C_ _rrtrcaﬁsﬁ Magg_;rr_te
. Crop Decisions __

Crolefe Iron

. Cropl.ife.

CSi's MANU- SPEC (Reed Constructlon Data) o

. CSI's SPEC-DATA (Raed Constructron Data)

CSO o
CSP Daily N News

" CSP (Cenvenience Store/Petroleum) Magazine _

 Current Opinion in Allergy and Clinical Immuno!on

Current - Opinion in Clrnlcal Nutntron & Me_tabollo Care 1
_ | Current Opiricn in Infectious Diseases

Current Opinion in Hematolagy

2373639 -

Current Opinion In Gastroenterology
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 Current Opinion in Lipidclogy
Current Opinion in Neurology
Current Opinion in Oncolegy
Current Opinion in Organ Transplantatlon
Current Opinion in Otolaryngotogy & Head Neck

. Surgery _ A :
Current Oprgrgn in Psyc_hlatry

_ Current Opinion in Rheumatology

© Current Psychiatry

CU.S.tam Home

CU.5.tom pu_b!rshmg

CU.S.tom Woodworklng Busrness

P Cutis

- D&C Advrsor

:"Dally Commerc:al News (Reed Constructlon Data)

Daily Pacific Builger
- Dairy Herd Managemem
. dataWarehouse.com
Deal, The
Dealernews
Décor

- Gunent Opinion in Nephology & Hyperiension,

~ Current Oprn_ron in Ophthalmoiogy

o _Current Opinion in Orthopaedics
Current Opinion in Pediatrics

; Current Opinion in Pulmonary Medicine

i Current Opinicn in Urclogy

Custom Conference Group
Custom Hol.S.e Outdcors

. Custom publishing
i CustomRetailer
Cuttlng Technology o
. __[:_)g_ny Business F Rewews
~ Daily Jeurnal, The
... Daily Variety
~ Dairy Today
_ DB2 Magazine )
_Dealer & Applrcator o
: _ Dealerscope
, Décor Expo

Delaware Law Weekly
Delta Farm ¥ Press

Cental Equipment ¢ & Materrals
_Dental Practice Repcrr

' Delicious Living

. Dental Economics

. Dertal Lab Products
| Dental Products Report

) jWDesigrr News

Dermatology Times

Cesign-Build
_Diagnostic | Imaging SCAN__
_Direct )

Drrectory of M&A Intermedranes

Directory of U.S. Importers
~ Display Devices _ _
_Diversion
DM Direct NewsEetter _

Diagnostic Imaging“

B ‘ | Diagnostic Molecular Pathology

i Direct Marketing List Source .~~~
] D|rercﬂtorxof US Exporters
i \ Dispiay & Desrgn Ideas

District Administration

Dixie Contractor (Reed Construction Data)

DM Direct Special Report

CM Revrew

DNR o

Dedge C Constructlon News Green Sheet
_Dr. Dobb's Journal

~ Drovers Magazine

Drug Discovery & Deveropment
_Drug Topics o
DV (Digital Video) Magazrne -

CVM Newsmagazine
_EC&M Books
Eco!ogacm Complexrty
_EDN o

EE Tlmes

E Gear

E Gov lnstltuteg »

EITD (Electronic Industry Telephone Directory)
" Electric Light & Power

DMReview.com

Dodge Bulletins

| Dodge Daily & Weekly Bulletins

| Drivers

Drug E Benef!t Trends

Drug Store News )
DSN Retailing Today

| DVD Exclusive

“EBN Benefits SourceBook

| ECN

| Editor & Publisher
| EE Product News

| EEM/Electronic Engineers Master
i Egg Industry
. r e-Handbook
‘ EJ of Emergency Medicine

‘ E!ectncal Construction Maintenance -

2373639
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L
: Electromc Busmess -

| Electrical Wholesaling

- Electronic Design
Electronic Musician

. Electronic. Gammg Month y
Electronic News
- Electronic Proeducts

_ Electrontc Pesticide D|ctlona12003
Electronlo Publishing

Ekectronlos Buyers’ Gwde
E!eotronlcs Supply & Manufactunng

Eleotronlos Source Book

EMB (Embrmdery/Monogram Business Magazine) o

_ Embedded Computing Solutions
Emergency Medicine
Employee Benefit News

. Embedded Systems Programming
. Emergency Medicing News
Endocrinologist, The

I
‘ Engine Builder
ENT

| Entertainment | Design

e Pro Magazine

EquupmentWatgh
etrucker.com

Event Marketer .
' Ewdence Based Gastroenterology
, eweek.com
Executlves

EXPO _
Eyecare Busmess
, Facets

 eSeminar
) Evidence Based Eye Care

] Exhlbat & Trade Show Display Buyers

ENR
Entertalnment
Epldemtology
~ Equipment Ca_talog
__Eauipment World

_ European Journal of Cancer Preventlon
. European Med:cal Device Manufacturer

' \ Executwe Technoiogy

Expenmentai Hematology

~ ExtremeTech.com

F&l Management & Technology
_ FacilityCare

Famny Hegltﬂ Matters o
i Farm & Ranch Guadgwﬂ o
 Farm Jouyrnal
Federal Cormguter Week
_Feed Management

FEPN (Fire/EMS Product News)
L Fertsllzer zer Technelogy and Applxcatlon

. Family Practice News ) - !
i Farm Industry News
I Fast Finder
. Federal Pracmloner
* Female Patlent The
~ Fertility & Sterility
. Fiberaptic Product News

{ Field Force Automation
Fmancnal Professaonal s Dlary & Gwde o

|
ﬂr_l_aﬂq?alﬁlanning,, o |
Fire Chief *

_Fire Engineering
FnreRes_coe_M gazine o
First Source CAD (Reed Construction Data)

: First:sou'r'c_e_dl_\lL coifriTRe_eo_ConstEJoﬁo_n _-Ifj_z;_tjé-)

FireEMS

First Source (Reed Construcnon Data)

F|rst Source Suite of Products {Reed Construction
" Data)

F|Sh Farrnlng News

Fltness Qg&e
Fleet Expo
Fleet Qwner
Flooring

~ Florida Lawyer
¢ Florida Underwriter L
Focus Europe

Food and Feed Crops of the Un:ted States

| Fieet Assomat:on Dlrec;ory__ - ]
| FleetFinancials
! Floor Covering. Weekly
- Florida Grower
_ Florida Shipper, The
‘ Flow v Contro!l
. F Fo|_|o__
| Food Creations

Food Engineering & Ingredients

' Food Manufacturing

2373639

| Food Progessing

7LFood Management
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FoodServrce D|rqur______ o
Foodservice Equipment Fleports o
~Forging

Forwarder’ s List of Attorneys

1 FOSE.com

Frame_s Quarterly

T Foodservice Equipment & Supplies

' Footwear News
. Formulary

- FOSE o

r Foundry Management & Technology

Frammg Business News

Free Fladlcal Blolggy & Medlcrne '

Front Range Busmess .

Fromhne Solutrons _
_ Functional Foods & Nutraceuticals

Furniture Style

Galileo's World

“l Furnrture/‘l_’od_ay

Fulton Ceunty Daily Report
Fund of Funds Conference, New York

Game Developer

Game Pro

Gaming Industry News

Garden Center Products & Supplies
_Gas Utl|lty Manager

Gastroenterology

GCN.com o

Geospatlal Solutlons o

" Geriatrics

Gifts & Decoratrve Accessories

Giobal Cosmetlc Industry

I Golfdom e

- Garden Deécor

_ GameNow

Garden Center Merchandising & Management 3

- Gases & Welding Distributor
. GCN Internet Seminar Series

| Genomics & Proteomics
. Geriatric Times

i Gift, Housewares & Home Textile Buyers -
Glauccma

__Golf Course News

_ gostructural.com
Government CiO Summit (conference)

_ Gourmet Retailer, The
Government Computer News

~ Government Product News
GFS Word

~ Graphic. Arts Biue Books

~ Graphic Design Busmess _

Green Profit

_ Government Security

_ Government PROcurement

Grain Journal

- Graphic Arts Monthly o
- Great American Trucking Show The |
| Green Sheet (Reed Constructicn Data) ]

Greenbook Crop Protection Fleference Manual

_ Greenbook Turf and Ornamental Prctectron Manual

- Greenbook MSDS Manuai ]
Greenhouse Grower

~ Greenhouse Management & Prodﬁuctlgnﬁ
Greetrngs etc.

. Grounds Mai ntenance o
_Grower, The

Hard Hat News

HDMA/Mongage Originator Database o

”l Health Data Management Weekly

Greensheet Logger {Reed Construction Data); o
| Grocery Headguarters |

[ Groweraks_ 7T ]

_Gulf Shipper

Hay & Forage Grower _

" Health IT World -

" Healith iT World News
" Heaithcare Enterpnse

. Health Market Data {Reed Construction Data)

Hea ithcare Informatics

Hearlng Journal Dailies _

! Heavy Constructlon o
CHEN (Home Furnishings News}
ngh Yield Report
- HME Excellence Award Program
Hoards Dairyman
- Home Accents Today
Home Decor Buyer
“Home Textiles Today

Homeland First Response

- Homeland Security & Defense

__High Plains Journal

~ Hearing Journal S
_Heart DleeaseJournal of Cardlac Medicine

Heavy Duty Trucking

. Hispanic Media and _Market Source

- HME News Magazine
Hollywood Reporter, The

]

—ialn |
y o T

I

|

|

i

B i Home Channel News
_: Home Equity Wire

_H Hcmeland Response

"~ HomeCare

Homes & Land Magazwne _

2373839
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Hosprtal Phone Book

Hospitality | Proﬁles {Reecd Constructron Data} o
Hotel & Motel Management

HOTELS. .
. Housekeeping So_lutlons o

HPAC Engineering

. Hospitality Design__
 Hospitality Technology _

~ Hotel & Travel Index

HOTELS' Investment Qutlook

 HousingZone.com
HR Magazine

HT - Healthcare 1 Traveler o
- Humgn Pathology
_ Hydraulics & Pneumatics

Human Capital ~
l:lVACFl Distribution Business
| ID Newswire

" ID Sates Pro

" TIEEE Spectrum (Microwave/Power & Energy/Signal

Processmg)

‘ lmb'or-t“Car o
~Incentive,

dmpressions .
indian Gaming Business

lndustrrai Dlstrlbutron e
 industria! Las_er_§o_l_utlons N
Industrial Networking
Industrial WaterWorld

“infections in Medicine

- _IndustryWeek

Industrial Equipment News ~
_ industrial Maintenance & Plant Operatron
Industrlal Produot Bulletln

Infections in Urology N

infectious Diseases in Cllnlcal Practlce '7 ) - L
nfoStor
lnFurnlture o

_InformationWeek
. Infoworld

Injectron Molding Magazine

in-Plant Graphics
l__nelde Direct Mail

] ,,,JU,SQQI and Disease Control Guide

! In-Stat/MDR o
' Instructor New Teacher i

instructor - -
lnstrurnentatlon & Automatlon News
insurance Conference Planrer

Insurance Phone Book

i Insurance & Technology T

Insurance Networkang News
intell igent Enterprise

Intelliguide by Weissman
_interior Business
Interior Design

! Interactive Advertising Source

Interior Decorators’ Handbook

Intermountain Contractor

internal Medicine News ,
International Clinical Psychopharmacology

Internatlonal Alds Clinic :

International Gaming & Wager!ng Busrness

"international Journal of MS Care

International Journal of Rehabilitation Research

Internaticnal Journal of Radiation Oncology Blology '
Physies
International Ophthalmology Clinics

Internet Publlshlng Insights Newsietter

Investment Advisor o
_Investment Advisor Wealth Advrsor Summlt

| Investigative Radiology
' Investrment Advisor Press
- Investment Dealers’ Digest

_Investment Management Weekly
lowa Farmer Today

_Irrigation Business & Technology
. Israel Diamonds

N . |Ser|es NEWS

_Investment News
IP Law & Business

IT Compllanoe Institute

IVD Technalogy
" JEMS (Journal of Emergency Medicai | Services)
Journal Midwifery and Women's Health
_Journal of Aids o
Journal of Analytlc_at Toxroology

~Journal of Cardiovascular Pharmacology

~ Journal of Cataract and Refractive Surgery

~ JCK (Jewelers’ Circular Keystone) R
Job board for media industries p_ofessronals o

Journa_l_gf__/_l_\g_olescent Health
Journal of Allergy & Immunology
. Journal of Bronchology

' Journai of Cardiovascular Risk

.Journal of C Cllnlcal Anesthesra o
Journal of Clinical F_’sychopharmaoology

2373639 -

Journal of Chromategraphic Science S '
Journal of Clinical Gastroenterology :

_ Journal of Clinical Rheumatology
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qurnal of Commerce (Reed Constructlon  Data)

_Journal of Computer Assisted Tomography
~ Journal of Critical {liness

Journal of Diabetes and its Complrcatrons '

Journa! 1| of Emergency Medicine
“Journal of Family Practice

" Journal of Gender- Sjecrtlc Medicine, _The

, Journal of Commerce, The

— e o

Journal of Craniofacial Surgery _ ]

~ dournal of Critical Pathways in Cardxology

e O

" Journal of ECT, The

' Journal of Essential Oil Research |

Journal of Gastrorntestlnal Surgery

Journal otGXP Complrance

Journal of Heart and Lung I{ansplantza_tton
~ Journal of Hypertension .
Journal of Light Constructlon The

Joumal of Musculoskeletal Medrcme

Journal of Neurosug_cal Anesthesrology

J0urnai of Pain and Symptom Management
" Journal of Pediatric Orthopaedics Part B

. Journal of Pelvic Surgery

Journal of Respiratory Diseases

- Journal of the American Academy_ot Dermatoiogy

_Journal of the American College of Cardiclogy
Journal of the American Scciety for Mass
Spectrometry o
“Journal of the. Socie ety of GLnecologlc Investigation _

Journal of Validation Technology

- KeyPRODUCTS (Reed Construction. Data)

Kiosk Business
K:tchen & Bath Busrness _

B 7_ Journal of Tax Credit Investing

jmJournaI of Thoracrc acic Imaging

__Journal of Home Care Medicine, The 7 ]

_Journal of Immunotherapy 7 o
qurnal rnal of Medical Microbiology

Journal of Nerve &Mentai Disease
Journal of Orthopaedic Trauma ‘
~ Journal of Pediatric G Gastroenterology
~ Journal of Pediatrics

Journal of PsLhtatnc Practice

Journal of the American Academy of Phy51cran
Assistants  (JAAPA)

* Journal of the American Colleg_ e of Surgeons

Journal of the Electronics Industry

. Journal of Women's Imaging o

+ Kids Today
Krrkus Revrews

Kosher Today

e i

L Magazine
Lancet, The

Laboratory Equipment
i Landscape Design/Build

Landscape Management

Lawn & Landscape Weed & insect Management '
S Summit o N
SLCT Leadership Summit (conference)

LDB  Interior T Textlles s
_Leather Today _

cLH - Lodging Hospitality
. Library Journal

. Life Insurance Seillng
_Lift Equioment

Cliftlink. com

7”7__5L'LD1- Entertainment Technology Show
j Learning and Training Innovations

_ License!
_ ere Sciences

i Laser Focus World
Law Firm, Inc.

Lawn & Landscape

' 'LC GC North America

- Legal Times

~ Library | Hotltne' -

ertmg & Transportatnon Internatronal
_ Lighting Dimensions -
Limited Partners Summit L

Lghtwave
_ Limousine & Chaufteured Transpartation _
. Logistics Management

Limousme & Chauffeured Transportation Show

Logistics Today

. Lottery Business
LP!Gas
" Luxury In Internatronal
Machine Design L
Magnetic | Resonance Imagmg
‘Managed Healthcare Executlve o
~Manufacturer Cata!ogs (Reed Constructron Data)

2373639

Loutsrana Contractor

 Luxury Home Builder

_ m10Report
Macworld

~ Maintenance Solrutione_fii_
_ Managing Automation
Manufacturer The -

-10 -
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Manufgotﬁurlng Confectloner
MAR Reports
MARHedge

" Marine Marketlng
_MarketCast
Masonry Constrfqotlon )
~ Material Handling, Management
Materials Characterization
~ MCP_TechMentor Conferences
Meat Marketing & Technology
MEAT&POULTRY
Mediaweek
~ Medical Deslgn News
Medlcal Device & Dlagnostlc Industry
Medlcal Dosrmetry
Medlca Electronics Manufactunng
Medlcal Meetings
~Medicine
Meetlngs & Conventlons

 Meetings South

 MeetingsFocus.com
Men's & Boys Wear Buyers

Mergers & Acguisitions. The Dealmakers Journal

Metal Fimishing
_Metal Finishing Organac Gl.udebook Dir.
Metro

MICRO Magazme o
_Microprocessor Report

MICI’OW&\_/_ES_& RF

Midwest Construction

_Midwest Marketer o

Military & Aerospace Electronlos

Milling & Baking News

Mine & Quarry Trader
_Minority Law Journai, The _
_Mobile Electronics

Mchility Management

Modern Brewery Age

Mcdern Brewery Age/Tabloid Edition o

_Mgdern Health for Women
Modern Materials Handling
Medern Metals
_Modern Plast:cs
_Modern Tire Dealer
- Modern Woodworklng

Molecular Imaging & Blology

_MortageCriginator
_Mortgage Servicing News

2373639

Manufacturing Solutons
MAR Sophisticated Strategies

Marina Dock Age

__Marine Log & Maritime Services Dlrectory

Market Link {Reed Construction Data)

. MarketFAX
i Mass Merchandise & Off-Price Apparel Buyers
| Material Handling Preduct News

i Mayo Clinic Proceedings

| ‘Meat & Seafood Merchandising (Meats & Provisions)

Meat Processing North American Edition

MEATPOULTRY COM
__Medical Care

~ Medical Design ,Technology

Medlcal Device Register
) ~ Medical Economics

Medical Meeting F’Ianners -

Medloal Proguct Manufacturing News
Meetrng News
MQ@BD,LE3$t S
i Meetings West )
1 . Melanoma Research
Mergers & Acquisitions Database

| Mergers & Acquistions Report

_Meta! Finishing Guidebook Dir,

~ Metal Producing & Processing
Mlohlgan Contractor and Builder (Reed Construction
__Data)

Mlcrollthography world
Micresoft Certified Professional Magazine

Microwave Prod uct Digest

Mid-Atlantic Constructlon ]

__Midwest Contractor (Reed Construction Data )
~ Midwest Messenger

Mllllmeter i
Milling Journal

~ Mocdern Baking

. ;__Mo_rlgage Broker Database

__Minnesota Farm Guide
Mlx
Moblle Radic Technology

_Mcdern Brewery Age/BIue Book )
. Modern Bulk Transporter

_Modern Healthcare
~Modern Materials Handllng

Modern PhySlC|an

%%l%'dern Salon
Modern Urio@aﬁ

' Modernwoodworking.com
| Money Management Executive

'~ Mortgage Technology

-11 -
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~ Mortgage-Custom Data Searches__
. Motion System Design_ =
Motlon Systems. Integrator
 Motor Age
MR
. MRG Teday
MsI

__Motion System Fisld Guide

‘Motion Control

Motor

_ Motor Media
MRO
MSDN Magazrne

Multlchannel News

Multrfamrly Executwe

‘ Multr Housing News

Musical America International Drrectory of Performlng " Mutual Fund Service Guide, The

Arts -
_MX: Busrness Strategles for Medlca Technology

_ myBus:ness

Na Is )

Natronal Facrhty M@agement & Technolggy
Natronal Gaming Summary.

Nat!onal Jeweler

Natlonal Mortgage NewsﬁrDaléy Bnefing

Natlonal Referral Roster

Natlonal Underwriter — PropertnyasuaIty Edmon
Natural Foods Merchandiser

i Natlonal Hog Farmer
_|_National Mortgage | News

NASCAR Performance i
National Flsherman

._National Real Estate Investor
Natlona ‘Underwriter - Life/Health Edition

- _Nat_ron s Restaurant News

_Natural Grocery Buyer

Natural Productg,, B ) - CNCDM ~

~NetDefense o " Network Computlng o

_Network Mag_azme o _ . Netwark World o o
”l\leuro_lgg_lstjihe o i o Neurology Meeting Reporters e

. Neurology Reviews N Neurology Today

Neurop_sychratry ) | NeuroReport

_ Neurosurgery Quarterly Neuratoxicology & Teratology L

 New Equipment Digest B S -1

New England Qonstjuctlon (Reed Constructron Data)
~ New Jersey Law Journal
New York Diamonds
Newports RoadStar o

. North American Quarry News

3 Nuclear Medicine Communlcatlons

New York Construction News

Newspaper Advertising Source

New York Law Journal

Northwest Construction

Nursery Management & Productlon 77

Nursmg Home Economics

) | Nutrition

,N’uftrltlon_ Business Journal___

' Nutrition Resear_r_:h R

Nutrmonat Qutlook

OBG Management

Ob Gyn News

Obstetric & Gynecoioglcal Survey

Ocoupatlo_nal Haza{de .

. Office Equipment & Proguots

Oﬁlr:lal ial Board Markets_

| Official Export Guide
Ofﬁmal Meetmg Facrlmes Gwde

. Ocean Oil Weekly Report
Offlce Techrnology

| Official Cruise Guide

| Official Hotel Guide Internatlonal
C_)_fflplal Railway Equipment Register

Offshore Magazine

" Qil & Gas F|nancral Journal -
Qil, Gas & Petrochem E&erment _
_Oncology .
| onlinemariner.com
| Ophthalmology
Opnthalmologyllmes -

Opteelectronics Manufactunng
_Organic Praducts

2373839 -

T Operaticns & Fulflllment

Ol & Gas Journal
~ On Wall Street

_ Oncology Times _

| Ophthalmology Management
. Optimize
Cptometric Management I

~__ Origination News

12 -
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Ornament_al_Out!ook L
Cut-of-Home Advertlsang Source
~Overhaul & Maintenance

i ‘Otolaryngology- Head & Neck Surgery

i |_Overdrive Magazine

| Owner Operator/Company Driver Magazine

Pacific Builder and Engineer (Reed | Construction
Data)

“Pacific Shipper's Transportation Services Directory

(@annuah

Packaging | Digest .

Packer, The (Produce)

PANamerlcano com
| “Paper. Film & Foll Converter

- Pathology Case Reviews

¢ PC World

Pacific Shipper

' 'Packagel:’rintlng

, Packaging World

. Pain
Pancreas )
Paperboard Packa_glng
Patle_nt Care

"PCT Commergial Pest Management Summit

PDR ‘Maonthly Prescribing ¢ Guide
Pedlatgg_Case Reviews

_Pediatric Hematology Oncology
Pedratnc Neurology

Pennsyl_v_anla Law Weekly h

“Pest Control

Peanut Grower, The

) Pedlatnc Emergency Care o
~ Pediatric Infectious Disease Journal

Pedratrlc News
Pensuons_& Investments

. Perfumer & Flavorist
Pest Centrol Technology (PCT)
l Petfood Industry

Pet Business
Pharmaceutlcal & Medtcal Packagmg News
Pharmaceutlcal Manufact_unrlg

Pharmaceutlca| Representative

_Pharmacogenetics
. Photo District News
. Photonics Spectra B

| Pharmaceutical Executive
i Pharmaceutical Processmg
' _Pharmaceutical Technology Nerth America
| PharmaGenomics
| Photo Techniques___ o
Phys:ccan & Sportsrned__lcar_te The |

. Physicians Travel & Meetlj Guide

Plt & Quarry T
Plan Rooms (Reed Construction Data)

Pszza Today
| P!anners Weekly

Plans Direct CD-ROM (Reed Construction Data)

Plans Direct Print (Reed Constructlon Data)

Plant Engineering

Plant Ser\nces .

Plants Sites & Pa_rlgfi___:w_’_'_'

Plastlcs Machmery_& Aumllanes

Plastics News i N 7.'

Piaythings ) o

Plate o
Pocket Llst of Rallroad Of‘fICIa|S The

PO'_EC_E —
_P-O-P Design
Pork

~ Post :

~ Paint of Care Testing
. Pool & Spa News

| P-O-P Times

| Portable Design S

| Postgraduate Medicine

Potentua_le o
_Powder/ Bulk Sollds

|
Poultry . R
| Power ¥

Pcwer Electronics Technology
PowerSystems World___
Practical Accountant First L ook
Premier Hotels & Resorts
Premier Spas

~ Presentations

! PowerSports Business ____ R
! Practical Accountant _ l

7I PrecisionAg Buyer's G Gu:de o o |

i Premier Romance

'L Premium, incentive & Travel Buyers -
: Presenting Communications

Primary Care Gaée Rewews

Primedia Price Digests o j

_Print Mecia Productlon Source

_Printing impressions Top M Management News

PrintMedia

_Printing Impressions |
_Printmarketplace.com |

Private Equity Analyst e

2373639

-13 -

1816



Response of ABM

to TW et al./ABM-2

P_rivate 'Equity Analyst Conference, New York
F’rrvate Label _
_Private Placement Letter
Process -

I Private Equity Outlook, New York
I Private Label Directory

. Probiems in General Surgery

Processing

Produce Merchandrsmg (Produce)

Produce Corrcepts (Produce) o
Product Design and Development
Productivity
Professrona[Carwashrng & Detarlrng

Professional Remodeler

Production Technology News |
Professional Builder

7ﬂofessrofna! Jeweler

i ProFile: The Architects Sourcebook (Reed
| Construction Data)

_Profitable Emoroiderer
. Progressive s Farmer

_| Progressive Distributor
| Progressive Grocer

Progressiverailroading. com

Progressrve Rarlroadrng
' Promo
Proofs

Publrshrng ] o
- Pumps & Systems Magazme B
QA (Quality Assurance & Food Safety)

RadroﬁAdvemsrng Souﬁrgef
Radiologist, The

Railway Track and Structures o
RDH

Recyclrng Today Paper Recyclrng Conference &
_ Trade Show
; Red Book, The

;,,,P'-ﬁ maonary Reviews

. Radio Magazine

_ Recycling Today

Promctional Marketing

| ProSales __
i Psychiatric Trmes

¢ Pubiishers Weekly

: Purchasing
- QSR

R&D Research & Develogment

~Railway Age
_RCR Wireless News o
Rech_ger Magazrne

Red Book Credit Services

Reed Bulletin (Canada} (Reed Constructron Data)

Reed Bulie_trn__(Reeggonstructrcn Data) _ 7 '
! Reed Construction Data o o
ReedBuIletrn com {Reed Constructron Data)

_ Registered Rep. ___

' Reed Connect (Reed Construction Data)
| Reed Press

Refrigerated Transpor‘ter
Religious Conference Manager

. Remix
Renew

Remodeling
Replacement Contractor

- RER (Rental Equrpment Regrster)
Resrdentral Construction

Residential Architect
Residential Lighting

Resrdents Forum (bi-monthiy nev newsletter)- -
‘BResponse
~ Restaurant Hesprtalrty

Resprratory Reviews
Restaurant Business
Restaurants and institutions

" Restaurants and Institutions Marketpiace

Retail Info Systems News

fRetarl Merchandiser __ _
Retina
Revrew of ¢ Optometrl
_RF Design
 Rice Farming
| AN CareerSearch
_RoadKing
Rock Products

Ross Repoﬁrtsr Televrsron & F:Im o

2373639 -1

|
__ Retail Traffic, formerly Shopping Center World 3 i

Revrew of Ophthalmology

~ Reviews in Medical Mrcrobrologx

" Rheumatology News
RN & WPL Encyclopedra

RN Magazine 7 o i

Robotics World

ReicfkyiMountam Construction {Reed Construction
Data)
__RSI- RoofrngrSrdrngflnsulatron 7

4 -
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Response of ABM

mﬁSMeainefCoe_f_éooks (Reea"Construo_t_ion Date)

RSMeans Reference Books (Reed Construction
Data)

' RSMeans Seminars/Training (Reed Construction
Data) i
S&\__/C/Sound & Vldeo Contractor .
_Sales & Marketing Management

' RSMeans Insurance Services {Reed Construction

to TW et al./ABM-2

Data} S

RSMeans Research Services (Reed Construction
~Data)}_ - R ‘

Rubber & Plastics News

Safety Incentlve Buyers -
Sales & Marketing Strategies and News

~ Sanitary Maintenance

Salon To_day L
‘Schalastic A,drmnlstr@tor

~ Scholastic Early Childhood Today

_ Scholastic Coach and Athletic D|rector
__Schotastic Technology Guide

School Bus Fleet

* Scientific Computing ] & Instromentatlon

‘Sea Technology ]

 SeaFood Handbook

Securities industry T News Mldweek News Update

Security Sales & Integratlon

~ SecurityXchange _ -

- Selling Christmas Decoratlons o
'~ Semiconductor International

Semmar in Oncology

] Serwoe  Management

: Shrow News
© Sign B_u_z!der ||Iustratect Buyers Guide
‘,_..Sﬂn & Allergy News

L Securlty Growth Conference
__Security Systems News Magazme

___igﬁgf}he_ Times
~ Skin Ine.

_School Library Journal
Screen Printing
~ SeaFood Business

~ Securities Industry News

~SeedToday
Selll_n_gﬂloween

_ Semicenductor Packaging
~ Sensors N
_ SGB(Sporting Goo_digu_sg_ess) o
_.SHOOT .

Sign Builder illuetrated

t Slot Manager .
Smai!_Flrrr] Business

' SMA Adviser

| Srow Businress

. Software Development .

_SoHo Today

~ Solid State Technology

Sootﬁegst Construction __ )
Southwest Contractor

_ Special Events Magazine
_Spectroscopy

| Southeast Farm Press
| Southwest Farm Press
| Specialty Food Magazine

Soond & Vlbratroo B

Spinal Disorders

Spine
. Sports Medicine & Arthroscopy Review

| Sporting Goods & Aggwﬂeg rBuyers
SQL Server Magazine

SRDS Internanonai Media Guides

: SRO (Staglng Rental Operat:ons)

SRDS Media Planning Syétém

| Star Ser\nce

! Stateways ___

* Structural Engi ineer
Successful Farmlng
Supermarket News
. Surface Mount Technology (SMT)
Surg:cai_ Laparcscopy & Endoscopy
Surg:cal Products 7
" Survey of Ophthalmology

. Syllabus

. T&RD World Expo

_: Stitches Magazine

_ Surgical Neur_o!ogy

. Successful Dealer

i Successfu! Meetmgs
Suppfy Chain Management Review
_Surgery

: Survey of Anesthesxology

Swine Practitioner

| Sys Admin
: Takeover Stock Report

i Target Marketing )

. TCPmag.com

. Tech Decisions
Techmques inH H_and & Upper Extensnon Surgely

2373639

' Techniques in Foot and Ankie Surgery
] ! Techniques in Knee Surgery
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Response of ABM to TW et al./ABM-2

Techniques in Neurosurgery
~ Techniques in Orthopaedics
Technelogy & Learning
Telecom
- Television Week
- Texas _Corastrucm_an
. Texas Lawyer o
Textlle ‘World Blue Book o
The Data WarehOUSIFLq Instltute
| The L!festy'.e Market Analyst

TeEthduee "irridphthalmology N

: Technoiogy Media Source
Telephony

| Test & Measurement World ,

| Texas Contractor (Reed Construction Data)

#'Textrle World

i The Boston Law Tribune
The Legal Intelligencer

- The Meetings Guide to the East o
The Meetings Guide to the West o

{ The National Law Journal
The Hecorder o

‘ Tire Busingss
~ Today's Garden Center
~Tools of the Trade
~ Top Producer

r ' The Meetings Guide to the South
r
L

~ The Prairie Star e
_Therapeutic Drug Monitoring ﬁ

~Tire Review
- Tomorrow's Technician
TogBrd B
-~ Topics in MRl

Track Yg@[book i

Traffic World
~ Training/Oniine Learning_

T TradersMagazne
1 Trailer/Body Builders

- Transtorm Magazine -

Transmission & Dls_trlbutron Worl'd'

Transplantatlon Proceedlngs

_Transportation Telephone Ticker
~ Travel Weekly o

- Travel Agent
TraveIAge West

~ Treasury & Risk Management
~Trendz

- TrendWatch Graphic Arts

. Trexpo (East & West) (frade shows)
' Truck & SUV Performance

TrrState N-G;l_ghbor o
Truck Blue Book & . Sermnar

~ Truck Sales & Leasing B
Truckrng Opportunity Dlrectory

Truckers News Magazine
TruckStop Travel Plaza

TruckStops Express -
A
“TWICE (This Week in Consumer Electronics) _

- U.S. ‘Banker Weekly Bulletin
- Ultrasound in Medicine & Blology
_Underhood Service

. Urology e

~uU.s. Custom House Gude )

_U.S.Banker

' Ultrascund Quarterly

i
" Truck Parts & Service ] o ,!
|

L. Trusts & Estates
. TV & Cable Scurce

US. Pharmacist

- University Business Magazine
._Urology Times
Used Equipment Dlrectory_

Ut:iltses iT

VARBusiness

'rf\rliarlety com
. Vehicle Remarketlng

Venture Capital Analyst - Technology Edmon L
VentureOne

~ Variety

___Utility Automatien

_Vegetable | Insect Management o
~ Venture Capital Analyst - Health Care Edrt[on o
Venture Reporter

VentureOne ExchJe

_VentweScurce

- VentureCne Summit
Vertical Systems Reseller

Veterinary Medicine __

_ Video Store Magazine

~ Vision Monday

] _ Video Systems

_Veterinary Econom:cs e s
~ Video Business

Vision Systems Des:gn 7

VM + 8D
_Ward'sAuto com

_Ward's AutoWorld

2373639

~ Wall Street & Technology B
Ward s Automotwe Reparts
" Ward's Dealer Business
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: Ward ] Inform,at!on Products
Washlngton Technology

. Waste News

. Water Technology

: WaterWor]d
Wearables __Busmess

Response of ABM to TW et al./ABM-2

_Warehouse Distribution Directory

Waste Handhng Eqmpment News
__Water News
w Watercolor

“Watt Poultry USA T

‘ | WebCPA Week -

Website that provides business information , -
Welding Design & Fabrication
Western Buiider (Reed Construotlon Data) o

- Western Fruit Grower

Whe's Who in the Egg and Poultry Industr

_' Wildland F\reﬁghter

Windows Developer I Network

Wireless Design & Development _

Wireless Systemns Design
Woman Dentist Journal

Wamen's Health in Prlmarybare

) _WorkBoat B

WorkHorse Truck & Eqmpment {Reed Construction

Data)

World Awatloh Dl?ectory & Aerospace Database N )

‘ World_Gram com

WWW. gasmdustrles com

2373639

1 Weed Control Manual - !
_ Weilness Foods o ‘
Western Farm Press
Western Massachusetts Law Tribune
~ Wildfire
- Windows & NET Magazine
_ Wired House, The :
~_Wireless Review .
| Wireless Week
. Women's & Chaldren s Wear ' Buyers
Wood & Wood Products
Workforce

- Workout Wire

Database _World Leaders in Print o
_www.betterroads.com
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Response of ABM to TW et al./ABM-3

TW et al./ABM-3

a. Foreach ABM-member publicaticn identified in your response to TW et al./ABM-2,
please identify the ABM member by which it is published.

b. Additionally, please indicate which of the following apply to each publication:

(1)

2)
(3)

(4)

(5)

(6)
(7)
(8)

(9)

(10)

(11)

(12)

2373639

the publication is distributed through the U.S. Postal Service as a regular
rate non-requester publication;

it is distributed through the U.S. Postal Service as a requester publication;

it is distributed through the U.S. Postal Service as a nonprofit or classroom
publication;

it is distributed through the U.S. Postal Service under a different rate
structure {please specify);

it is distributed in hardcopy form by means other than the U.S. Postal
Service;

it is distributed electronically by email to those who reguest it;
it is distributed electronically by email to paying subscribers;

an electronic version can be downloaded from the internet by all who
request it;

an electronic version can be downloaded from the internet by paying
subscribers;

some of the publication’s editorial contents are accessible on an internet
website;

all or most of the publication’s editorial contents are accessible on an
internet website to paying subscribers;

all or most of the publication’s editorial contents are accessible on an
internet website, either without restriction or to all who complete an online
survey;

the publication’s electronic version offers features not availabte in the
hardcopy version, e.g., ability to search the text, ability to click through to
references made in the text, additional editorial content, more frequent
updates, etc.

1821
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Response of ABM to TW et al./ABM-3

Response

a. If this question is asking for the publisher of each of the approximately 1,500
publications on Table ABMList-2, that information can be found in the American
Business Media directory on the American Business Media website, the URL for which
is set out in your question TW et al/ABM-1 a. If this question refers to publications

identified in response to third sentence of question TW et al./ABM-2, there are none that

we know of.

b. To the extent that the question refers to each of the approximately 1,500 publications

on Table ABMList-2, American Business Media responds to the subparts as follows:

(1) American Business Media does not routinely collect or maintain information
that will permit it to identify in any systematic way which of the publications are entered
as regular rate, non-requester publications, although we do know from general

knowledge that there are many in this category.

(2) American Business Media does not routinely collect or maintain information
that will permit it to identify in any systematic way which of the publications are entered
as regular requester publications, although we do know from general knowledge that

there are many in this category.

2373639 -2-
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Response of ABM to TW et al./ABM-3
(3) American Business Media does not routinely collect or maintain information
that will permit it to identify in any systematic way which of the publications are entered
as regular nonprofit or classroom publications, although we do know from general

knowledge that there are very few, if any.

(4) American Business Media does not routinely collect or maintain information
that will permit it to identify in any systematic way which of the publications are entered
under a different rate structure, although from general knowledge we believe that there

may be some First-Class newsletters and some Standard mail publications.

(5) American Business Media does not routinely collect or maintain information
that will permit it to identify in any systematic way which of the publications are
distributed in hard copy form by means other than the Postal Service, although from
general knowledge we do know that some member publications, primarily dailies or
weeklies, distribute a portion of their copies in select urban locations through private
delivery and that some of the member publications with paid ¢irculation distribute a

portion of that circulation on newsstands.

(6) American Business Media does not routinely collect or maintain information
that will permit it to identify in any systematic way which of the publications are

distributed electronically by email to those who request it.

2373639 -3-



Response of ABM to TW et al./ABM-3
(7) American Business Media does not routinely coliect or maintain information
that will permit it to identify in any systematic way which of the publications are

distributed electronically by email to paying subscribers.

(8) American Business Media does not routinely collect or maintain information
that will permit it to identify publications with an electronic version that can be

downloaded from the internet by all who request it.

(9) American Business Media does not routinely collect or maintain information
that will permit it to identify in any systematic way publications with an electronic version

that can be downloaded from the internet by paying subscribers.

(10) American Business Media does not routinely collect or maintain information
that will permit it to identify in any systematic way publications with some editorial

content accessible on a website.

(11) American Business Media does not routinely collect or maintain information
that will permit it to identify in any systematic way publications with all or most editorial

content accessible on a website to paying subscribers.

(12) American Business Media does not routinely coilect or maintain information

that will permit it to identify in any systematic way publications with editorial content

2373639 -4 -
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Response of ABM to TW et al./ABM-3

accessible on a website either without restriction or to all who complete an online

survey.

(13) American Business Media does not routinely collect or maintain information
that will permit it to identify in any systematic way publications with an electronic version

not available in the hard copy version.

2373639 -5-



Response of ABM to TW et al./ABM-4

TW et al./ABM-4:

a. Foreach ABM-member publication that is distributed through the U.S. Postal
Service under Periodicals rates, please provide a copy of the most recent
ownership statement required by 39 U.S.C. § 3685 and a representative copy of a
recent mailing statement (PS Form 3541).

b. Additionally, please provide the following information, to the extent available, for
each such publication:

(1)  frequency of publication:

(2)  average mailed volume per issue;

(3)  mail piece shape (letter/flat/other);

(4)  average weight per piece;

(5)  average total print order per issue;

(8)  printer and ZIP Code where printed;

(7)  percent at each presort level {carrier route, 5-digit, 3-digit and basic);
(8) for each presort level, the percent that is pre-barcoded;

9 percent qualifying for each per-piece discount provided under current rates;
(10) percent that is palletized;

(11) percent editorial content;

(12) percent of advertising pounds entered in each zone;

(13) average number of pieces per bundle;

(14) for sacked pieces, average number of pieces per sack;

(15) for palietized pieces, average number of pieces per pallet.

RESPONSE

a. American Business Media does not routinely collect or maintain either ownership statements

or mailing statements of publications and therefore has none of the requested documents.

b. The only information that American Business Media has that is responsive to this question is

contained in mail.dat files collected on a confidential basis from those members that chose to

participate in a member survey conducted in the spring of 2001 for the purpose of developing an

American Business Media position in a rate case. Thus, the data are more than three years old,

and we have been advised generally and informally from those from whom we sought

1826
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Response of ABM to TW et al./ABM-4
permission to release the data in connection with this proceeding that in many cases the mailing
characteristics such as weight, palletization, and sacking may have changed in the past three
plus years. For this reason, i.e., the data may no longer be relevant, and because mail.dat files
contain information that is deemed by many publishers to be confidential and competitively

sensitive, American Business Media objects to this interrogatory.

Notwithstanding this objection, because the age of the data make their release less of a
confidentiality concern and in accordance with and subject to a nondisclosure agreement
reached with complainants, American Business Media and its members are willing to make
available the mail.dat files for 154 publications, representing most of the files in American
Business Media’s custody and control and all of the mail.dat files in American Business Media’s

custody or control for the six members that agreed to their release.
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Response of ABM to TW et al./ABM-5
TW et al./ABM-5:

a. Did ABM at any time after the filing of Time Warner et al.’s original complaint in
January 2004, attempt to estimate the impact of the proposed rates on specific
ABM-member publications?

b. If yes, please identify the publications for which such an analysis was attempted
and describe the method used to perform the analysis and the results obtained.

c. Please also answer the following for each such publication.

(1)  Was one or more mail.dat files used in the analysis? If yes, please provide
an electronic copy of each mail.dat file used.

(2) Was an Access file generated in the process of analyzing the mail.dat
information? If yes, please provide an electronic copy of the Access files
used.

(3) Was an Excel spreadsheet generated in the process of analyzing the
mail.dat information? If yes, please provide an electronic copy of the Excel
files used.

RESPONSE

a. yes.

b. American Business Media objects to this question on the ground that the studies performed
were conducted at the request of counsel for purposes of this litigation and therefore represent

attorney work product that is not subject to discovery.

Notwithstanding this objection, in accordance with a nondisclosure agreement reached with
complainants, American Business Media states its general understanding that the method used
by the five member companies to analyze the impact of the proposed rates was for each to
perform calculations employing both mail.dat files and an Access file developed and made
available by the complainants to determine the postage that would be paid under the rates
proposed for an actual, recent issue and comparing the result to the postage paid at today's

rates. The one exception to this statement is that one member wishing to provide the



1829

Response of ABM to TW et al./ABM-5
comparison requested by counsel was unable to perform the caiculations even with the Access
file and asked another member that had figured out the system to perform the calculations for it.
The results obtained, which will be provided mare specifically in response to part ¢, were in
general that, of the 141 publications studied, 133 would pay increased rates under the proposed
rates, ranging from insignificant to more than 80%, while 8 would see very small decreases

(assuming no change in mailing practices).

c. American Business Media objects to this question on the ground that the studies performed
were conducted at the request of counsel for purposes of this litigation and therefore represent

attorney work product that is not subject to discovery.

Notwithstanding this objection, American Business Media, in accordance with an understanding
and nondisclosure agreement reached with complainants, is willing to state that American
Business Media does have and is willing to provide to complainants electronic versions of
spreadsheets (covering all 141 publications) in the custody or control of American Business
Media (modified when necessary only to delete the names of individual publications) that show

certain billing determinants along with postage at present and proposed rates.



Response of ABM to TW et al./ABM-6

TW et al./ABM-6:

Please provide a table that indicates, for each ABM-member publication that is mailed
under Periodicals rates, how fulfillment is performed for that publication, that is the
planning of bundles at different presort levels to contain the individual mailed pieces,

and sacks and pallets at different presort levels to contain the individual bundles for a

given issue. Specifically, indicate for each such publication which of the following apply:

a. fulfilment is performed manually, without any aid of a computer,;

b. it is performed using a computer program or methodology developed
specifically for that publication;

o it is performed using a commercially available computer software program;

d. the program used for fulfillment has the capability to count the number of

bundles, sacks and paliets produced by a given mailing;

e. the program used for fulfillment contains various optional parameters whose
setting affects the number of bundles, sacks and pallets produced by a
given mailing;

f. the printer, rather than the individual publication or its owner, assumes
responsibility for the fulfillment function, after the publisher provides a list of
addresses to which the publication is to be mailed;

g. mail.dat files are generated for each issue.

RESPONSE

American Business Media does not routinely collect or maintain information that will
permit it to identify in any systematic way how fulfillment is performed for each American

Business Media member publication.

a. through f. American Business Media does not have this information.

2373639
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Response of ABM to TW et al./ABM-6
g. American Business Media does not routinely collect or maintain information that will
permit it to identify in any systematic way which publications generate mail.dat files for
each issue. In connection with a mailing characteristics survey undertaken in 2001,
American Business Media collected mail.dat files for approximately 130 member

publications. For further information please refer to the future response to TW et

al./ABM-7.

2373639 -2 -
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Response of ABM to TW et al/ABM-7

TW et al./ABM-7

Referring to your response to TW et al./ABM-6g, for each ABM-member publication for
which mail.dat files are normally generated, please provide an electronic copy of such a
file for a typical issue.

RESPONSE

The only mail.dat files in American Business Media’s custody or control are those

discussed and provided in response to TW et al/ABM-3(b).



Response of ABM to TW et al./ABM-8

TW et al./ABM-8:

a. Please estimate as closely as possible the number of ABM-member publications
that currently participate in:
(1) a co-mailing program; or
(2) a co-palletization program.

b. Additionally, please identify those publications and for each such publication state:
(1) where itis being co-mailed or co-palletized;
(2)  whether it is being co-mailed or just co-paltetized;
(3)  whether itis also part of a pool shipment program arranged by a printer or

consolidator.
RESPONSE

American Business Media does not routinely collect or maintain information that will

permit it to estimate the number of American Business Media member publications that

currently participate in a co-mailing or co-palietization program. We do know from

general knowledge that some periodicals published by Hanley Wood LLC and Quadrant

Media Corporation co-palletize at RR Donnelley, that some periodicals published by

Crain Communications co-palletize at QuadGraphics and that the periodicails of other

members are co-palletized at Publishers Press. American Business Media believes that

the number of publications in these programs is increasing and will continue to increase,

and (as shown, for example by interrogatories TW et al./ABM-53 through 63) American

Business Media is trying to educate members about the desirability of co-palletizing and

co-mailing for many members.

2373639
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Response of ABM to TW et al.’/ABM-9

TW et al./ABM-9:

For each ABM member that is a printer of Periodicals, please provide the following

information:

a. number of printing plants owned by the printer and location of each plant;

b. total revenues and revenues from the printing and distribution of Periodicals;

o total number of Periodicals titles printed and the annual number of
Periodicals copies:

d. total number of ABM-member Periodicals titles printed and the annual
number of copies for such Periodicals;

€. whether the printer offers co-mailing and, if so, the number of titles that are
co-mailed and the maximum number of titles that can be co-mailed together
using the current equipment;

f. whether the printer has current plans either to start a co-mailing program or
to expand its existing co-mailing capacity;

g. whether the printer offers co-palletization for titles that are not also co-
mailed and, if so, the total number of such co-pailetized titles;

h. whether the printer arranges dropshipping to downstream postal facilities
and, if so, the approximate number of downstream facilities reached by
these pool shipments and the number of printed Periodicals that participate;

i whether the printer currently offers selective binding;

J. whether the printer currently has a polywrap machine.

RESPONSE

a. through j. American Business Media does not routinely collect or maintain

information about the operations of its printer members. We expect that much of this

information is readily available from the printers themselves and from Time Warner, et

al. witness Joe Schick. Nevertheless, based upon general information American

Business Media can provide partial responses to the following parts:
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Response of ABM to TW et al./ABM-9

e. American Business Media knows that QuadGraphics offers co-mailing.

f. Based upon a very recent announcement, American Business Media believes that

Quebecor World has plans to start a co-mailing program.

g. American Business Media knows that RR Donnelley, Publishers Press and Quad

Graphics offers co-palletizing.

h. American Business Media knows from Joe Schick’s testimony in this docket that
QuadGraphics arranges for dropshipping and expects that others do as well, including

RR Donnelley, Quebecor World, and Brown.

2373539 -2 -
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Response of ABM to TW et al./ABM-10

TW et al./ABM-10:

Piease confirm that on the American Business Media (ABM) website
(www.americanbusinessmedia.com) the “About” section contains (or contained as of
July 21, 2004) the following statement:

“American Business Media has 229 member companies, representing
over 3,000 print and electronic titles and more than 800 trade shows and
events. They reach an audience of 100 million professionais and
accounted for over $19 billion in industry revenues in 2003.”

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-12

TW et al./ABM-12:

Please confirm that the ABM website contains (or contained as of July 21, 2004) a
digital version of the ABM 2002-2003 Annual Report.

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-13
TW et al./ABM-13:

Please confirm that the digital version of the ABM 2002-2003 Annual Report states that
it is: “Brought to you by NXT book media and Reprint Management Services.”

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-14
TW et al./ABM-14:
Please confirm that the ABM website has (or had as of July 21, 2004) a link to NXT

bhook media.

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-15

TW et al./ABM-15:

Please confirm that www.nxtbookmedia.com contains examples of four publications
and/or supplements that exist in a digital format: Club Industry, Folio:/Circulation
Management, Managing Automation, and CMP Media, Call Center Magazine.

RESPONSE

American Business Media objects to this question on the ground that it asks American
Business Media to confirm information on a website that American Business Media
does not control or maintain and to which the complainants can refer with or without

American Business Media's “confirmation” of what it contains.

Notwithstanding this objection, American Business Media confirms that the cited web

site lists four publications and/or supplements that exist in digital format.

2373639
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Response of ABM to TW et al./ABM-16
TW et al.’/ABM-16:

Please confirm that the magazines and/or supplements referred to in the previous
interrogatory are published by ABM member companies.

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-17

TW et al./ABM-17:

Please confirm that the digitat version of Club Industry plays the following statement
when the publication is opened to page 1:

“Hello, and welcome to the revolution in Business to Business Publishing.
The staff of Club Industry is pleased to provide you with a unigue on-line
publishing format. This format called E-Zine delivers Club Industry’s
editorial content and advertising to your location faster, while at the same
time, allowing you easy access complemented by new interactive
features. Now, in it you will find the departments, columns and feature
articles you are used to seeing in our print product, only sooner. Now, we
will continue to print, publish and produce our regular paper product
without interruption, and we assure you that you will continue to receive
the regular monthly print product of Club Industry.”

RESPONSE

American Business Media objects to this question on the ground that it asks American
Business Media to confirm information on a website that American Business Media
does not control or maintain and to which the complainants can refer with or without

American Business Media’s “confirmation” of what it contains.

Notwithstanding this objection, American Business Media confirms that the quote is a

portion of the statement that is played.
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Response of ABM to TW et al./ABM-18

TW et al./ABM-18:
Please confirm that the digital version of Club Industry contains editorial content on

page 3 and advertising content on page 4.

RESPONSE

American Business Media objects to this question on the ground that it asks American
Business Media to confirm information on a website that American Business Media
does not control or maintain and to which the complainants can refer with or without

American Business Media's “confirmation” of what it contains.

Notwithstanding this objection, American Business Media confirms.
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Response of ABM to TW et al./ABM-28

TW et al./ABM-28:
Please confirm that the digital version of Managing Automation contains both

advertising and editorial content.

RESPONSE

American Business Media objects to this question on the ground that it asks American
Business Media to confirm information on a website that American Business Media
does not control or maintain and to which the complainants can refer with or without

American Business Media's “confirmation” of what it contains.

Notwithstanding this objection, American Business Media confirms.

2373639
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Response of ABM to TW et al./ABM-29

TW et al./ABM-29:

Please confirm that the digital version of Call Center Magazine contains both advertising
and editorial content.

RESPONSE

American Business Media objects to this question on the ground that it asks American
Business Media to confirm information on a website that American Business Media
does not control or maintain and to which the complainants can refer with or without

American Business Media’'s “confirmation” of what it contains.

Notwithstanding this objection, American Business Media confirms.
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Response of ABM to TW et al./ABM-30

al./ABM-30:

Please confirm that the home tab at www.nxtbookmedia.com contains the following
statement:

“ Readers like NXTbooks. We continually survey our readers and have
found that 93% indicate they enjoy reading or receiving a NXT book and
over 90% indicated NXTbooks have enhanced content value, specifically
the immediacy and depth offered versus hardcopy. In addition, 76% to
94% have indicated they perceive the NXTbook as a better source of
information for their decision-making tasks."

RESPONSE

American Business Media objects to this question on the ground that it asks American

Business Media to confirm information on a website that American Business Media

does not control or maintain and to which the complainants can refer with or without

American Business Media's *confirmation” of what it contains.

Notwithstanding this objection, American Business Media confirms.
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Response of ABM to TW et al./ABM-31
TW et al./ABM-31:
Please confirm that the ABM website contains (or contained as of July 21, 2004} a
document entitled "REVIEW OF THE ABM ELECTRONIC MEDIA COMMITTEE WEB
SURVEY RESULTS 2002, Analysis and Commentary on the ABM Survey Responses,
Prepared by The Publishing & Media Group.”
RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-32

TW et al./ABM-32:

Please confirm that the document referred to in the previous interrogatory states (at 11)
under the caption "Profile of survey respondents”:

a.

d.

"This survey was sent electronically to all ABM members. After a second
distribution, a total of forty three companies responded on a biind, unidentified
basis. Review of the responses indicates that virtually all respondents were
business media publishers with both traditional print media offerings as well as
multiple Web and other digital offerings. The data presented herein reflects the
opinions of these respondents.”

"Business media appears to be a sector of the publishing industry with a
comparatively high reliance on electronic media. Respondents reported that they
produce a wide range of e-media products, from traditional websites to electronic
conferencing, custom-published e-newsletters and webcasting.”

"Electronic media appears to be evolving into a business norm. Every respondent
to the survey has a presence on the web. In fact, the print magazine to website
ratio is fairly even, with one website for just about every print magazine. This ratio
does not decline as scale increases. About half of respondents produce six or
more print magazines, and about half also have six or more websites. These
statistics could suggest that many publishers believe that print is no longer enough.
If 2 product comes out in paper, it should be matched with an electronic
companion.”

"Beyond websites, the e-newsletter is the second most common type of e-media.

Of the 100% of respondents producing print magazines, 88% also distribute electronic
newsletters. 42% of respondents produce one newsletter per print publication, while
46% produce two or more. Therefore, e-newsletters do not appear to be replacing print
media, rather they are provided as an accompaniment or enhancement to print.”

RESPONSE

Confirmed.

2373639
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Response of ABM to TW et al./ABM-33

TW et al./ABM-33:

Please confirm that the document referred to in the previous interrogatory reports the
following results (at 12) under the caption "Profile of survey respondents”:

"Q 1. What types of publications and/or content venues do you offer today? Check all

that apply. (44 respondents)

#1 Controlled Circulation Magazines

#2 Free E-Newsletters
#3 Directories

#4 Paid Magazines
#5 Online Databases
#6 Print Newsletters
#7 CD-Rom Products
#8 Paid E-Newsletters
Other

Q 2. How many print periodicals do you currently publish? (42 respondents)

#__ %
1-5: 22 52%
6-10: 5 12%
11-15: 2 5%
16-25: 4 10%

26-50:
51-100:
100 +:

# %'

37 84%
36 82%
30 68%
29 66%
19 43%
14 32%
9 20%
4 9%

8 18%

Q 3. How many web sites do you have currently? (43 respondents)

# %
1-5: 24 56%
6-10: 7 16%
11-15: 2 5%
16-25: 3 7%

! Throughout the report, # refers to the number of respondents who provided the answer, % refers to the

percentage of total respondents who answered the question.

2373639
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Response of ABM to TW et al./ABM-33

Q 4. How many E-mail newsletters do you offer per print publication? (43 respondents)?

# %
1 18 42%
2-4: 12 27%
5-7: 3 7%
8+: 5 12%"
2 In Q. 1, seven responded that they don't offer e-newsletters, in Q. 4, five report that they don't offer e-

newsletters.

RESPONSE

Confirmed.

2373639 -2-
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Response of ABM to TW et al./ABM-34
TW et al./ABM-34:

Please confirm that the document referred to in the previous interrogatory states (at 25)
under the caption "Electronic content and web capabilities":

"When asked about content, we found that 88% of respondents currently
offer unique content on their websites that is not offered in their print
titles.”

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-35

TW et al./ABM-35:

Please confirm that the document referred to in the previous interrogatory states (at 14)

under the caption "Financial performance of electronic media":

"Respondents were asked if their electronic media venue was producing a
profit, after operating costs and actual revenue. To this question, 45%
responded yes. When asked the same question, but after crediting their
web site revenue or savings from other departments back to the web site,
we see a five point lift, meaning 50% reported yes, their electronic media
venue was producing a profit. Although like statistics are not available in
other media segments, these numbers appear to be reassuringly high,
especially considering that electronic media is still a comparatively new
addition to the industry. These positive results combined with comments
on future improvements to their electronic publishing venues, indicate that
the financial contributions should continue to grow in the future.”

RESPONSE

Confirmed,

2373639
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Response of ABM to TW et al./ABM-36

TW et al./ABM-36:

Please confirm that the document referred to in the previous interrogatory states (at 18)
under the caption "Electronic media revenue generators”™

a.

"Survey respondents reported several different sources of revenue within
electronic media. The most commonly reported source is from advertising followed
by paid subscriptions, digital article sales and product sales, and finally the sale of
subscriber and registration lists.

Three-quarters of respondents cited online advertising as a source of electronic
revenue. Over half of respondents reported ‘specialty sponsorships’ as the
greatest source of ad revenue. Advertisers were noted as having a strong interest
in sponsoring content compatible with their own products and mission, making a
sponsorship more of a targeted business initiative than a general ad buy. The
general ad buy, however--or in this case the 'CPM-based banner ad'--came in
second as generating the most advertising revenue, with 34% of respondents. "

"Still, online subscriptions to print publications — whether paid or controlled—are
being offered by almost every respondent to the survey, with 90% currently making
them available, and an additional 5% planning to offer subscriptions electronically.
Even though there is very little direct revenue attached to these subscribers
because most publications are controlled, the administrative savings of technology-
generated names, along with building revenue-producing lists, and the growth of
circulation for ad sales are all very valuable contributors, and are seen as such by
respondents.

As more readers adapt to online as a media source, electronically produced print

subscriptions are expected to increase.”

RESPONSE

Confirmed.

2373639
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Response of ABM to TW et al./ABM-37
TW et al./ABM-37:

Please confirm that the ABM website contains (or contained as of July 21, 2004) a
document entitled "ABM Brand Extension Committee, Case Study Spot Light Series:
TOPIC: WEB SITES."

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-38

TW et al./ABM-38:

Please confirm that the document referred to in the previous interrogatory contains (at
1) the following statements:

a. "According to ABM'’s 2002 Publishing Cost Report, Internet revenues had grown to
become a significant revenue source, at least for the iargest publications. . . ."

b. "While the revenue contribution was still relatively small, the profitability of
Internet ventures reported in the 2002 survey was more impressive. The largest

publications with 31 or more issues per year and revenues over $10 million reported
average profit from Internet activities of $818,879, a contribution margin of 43%."

RESPONSE

Confirmed.

2373639
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Response of ABM to TW et al./ABM-39
TW et al./ABM-39:

Please confirm that the document referred to in the previous interrogatory presents a
case study of "fesmag.com, the Web site of Foodservice Equipment & Supplies
Magazine,” published by Reed Business Information.

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-40

TW et al./ABM-40:

Please confirm that the case study referred to in the previous interrogatory provides (at
2-3) the following descriptive information about fesmag.com:

a. "Concept: Launch a Web site that meets the needs of our audience by allowing
them to gain access to timely news and breaking stories, as well as to reach
potential customers with online product promotions and other forms of advertising.

b. "Execution: Positioned the site as the industry’s only source of breaking news and
webexclusive business information, including feature stories and department
articles. . . ."

C. "Best practices: . .. We found that the best way to drive traffic to fesmag.com
was to provide our subscribers with exclusive news reports and feature stories that do

not run in the print product.”

RESPONSE

Confirmed.

2373639
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Response of ABM to TW et al.’/ABM-41
TW et al./ABM-41:
Please confirm that the ABM website contains (or contained as of July 21, 2004} a

document entitled "American Business Media Business Information Resources 2001
Survey.”

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-42

TW et al./ABM-42:

Please confirm that the document referred to in the previous interrogatory reports (at 2-
3) that "763 usable responses” were received from a survey sample of 2,100 domestic
recipients of ABM member publications.

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-43

TW et al./ABM-43:

Please confirm that the document referred to in the previous interrogatory states (at 1)
as follows:

a. "The objective of the survey was to develop a sense for how readers of b2b
publications in a cross section of markets utilize publications and Web sites.”

b. "Inthe past month, 79% of the respondents reported they read or looked through a
b2b publication in support of their work."

C. "63% of [the respondents] surveyed said they visited a b2b Web site in the past
month and 54% of those surveyed reported they had visited an advertiser's Web site.”

RESPONSE

Confirmed.

2373639
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Response of ABM to TW et al./ABM-44
TW et al./ABM-44:

Please confirm that the ABM website contains (or contained as of July 21, 2004) a
document entitled "TIME WARNER & OTHERS FILE POSTAL RATE CASE By David
Straus, Partner, Thompson Coburn,” dated January 12, 2004.

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-45

TW et al./ABM-45:

Please confirm that the document referred to in the previous interrogatory includes the
following statement:

"Given the Postmaster General’s continuing pledges not to raise rates
before 2006, and because the Time Warner proposal would raise some

rates while lowering others, we expect that the Postal Service would not
implement any changes resulting from this case before the 2006 rate

increase is put into effect.”

RESPONSE

American Business Media objects to this question on the ground that it is not
reasonably calculated to lead to the discovery of admissible evidence.

Notwithstanding this objection, American Business Media confirms.
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Response of ABM to TW et al./ABM-46
TW et al./ABM-46:

Please confirm that the ABM website contains (or contained as of July 21, 2004) a
document entitled "Digital Media Best Practices: £-mail Newsletters — July 2003."

RESPONSE

Confirmed.
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1864

Response of ABM to TW et al./ABM-47

TW et al.’/ABM-47:

Please confirm that the document referred to in the previous interrogatory states (at 1)

as follows:

2373639

a.

"Introduction

E-mail newsletters are one of the early success stories of digital media
publishing. They strike a responsive chord among readers who want
timely, regular information updates with the ability to get more in-depth
information that is a click away. And they provide an effective and
responsive venue for advertising clients. Thus, publishers have found
them to be an ongoing source of ad revenue. . . "

"Methodology

A five-person subcommittee of the Digital Media Council created a
questionnaire covering all aspects of e-mail newsletter publishing:
content development, circulation or audience development, advertising
sales and distribution.

The commitiee then interviewed individual representatives of 16
publishing companies who are members of the American Business
Media association. This group included: PennWell Corporation,
McGraw-Hill Companies inc., VNU-USA, Primedia Business
Magazines & Media, Crain Communications, Inc., Summit Publishing,
ST Media Group International, Sosland Publishing Co., Stamats
Buildings Media, Edgell Communications, Hanley-Wood LLC, Jobson
Publishing, IDG, Advanstar, Fairchild Publications, and Reed Business
USA. ..."

"Qverview

All of the magazine publishers interviewed — regardless of size —were
selected because they are publishing e-newsletters. Generally, these
e-newsletters are associated with a magazine and Web site brand.
Where there is more than one e-newsletter associated with a brand,
the e-newsletters are targeted to different niches or sub-markets within
the larger market or they have different purposes or roles.
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Response of ABM to TW et al./ABM-47

The primary purpose of e-newsletters is generating revenue — and that is almost always
through advertising. . . ."

RESPONSE

Confirmed.

2373639 -2 -



Response of ABM to TW et al./ABM-48

TW et al./ABM-48:

Please confirm that the document referred to in the previous interrogatory states {(at 3-4)
as follows:

"Purpose of Newsletters . . .

- Provide Need-to-Know Information. . . . [El-newsletters are an opportunity to
provide targeted information that might not otherwise reach an audience or
reach that audience in an easy-to-read, easy-to-take-action format. For
example, e-newsletters are focused on breaking news, highlights of the Web
site, short tips and advice, and even short highlights of the magazine,
depending upon each brand and how the enewsletter supplements and
complements other media of the brand.

- Generate Revenue. Most business-to-business publications have controlled
magazine circulation, and that approach extends to e-newsletters. Thus, the
predominant revenue model is advertising, and publishers are finding an
interested group of advertisers who want to use this medium. . . ."

RESPONSE

Confirmed.

2373639
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Response of ABM to TW et al./ABM-49

TW et al./ABM-49:

Please confirm that the document referred to in the previous interrogatory states (at 5, 6
and 8) as follows:

a. "Content Types . ..

- News: As implied in the concept of ‘newsletters’ a majority of the
newsletters are about industry news. They are daily, bi-weekly or
weekly. Generally it's difficult to be a 'news' newsletter with less
frequency. The primary purpose is to continue to establish the brand
as a leader in gathering and providing news about an industry — and be
a 'must have' source.”

b. "Sources of Content . . .

The sources of the content vary by e-newsletter with no one source
dominant in publishing. Content depends upon the publisher and the
market. if content is only based on the print product, publishers feef
that the electronic version reduces the readership of the print version.
Hence, if the only source of revenue is the print product, there are
future revenue/profit problems in only re-purposing print content.”

C. "Circulation Size

Newsletter circulation sizes range from 1,200 to 240,000 — with most
hovering in the 20,000 to 40,000 range. . . ."

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-50

TW et al./ABM-50:

Please confirm that the document referred to in the previous interrogatory states (at 12
and 15) as follows:

a.

RESPONSE

Confirmed.

2373639

"Metrics . ..
- Best Practice

With electronic media, publishers have the ability, as never before, to
measure response and to better understand their audiences. With this
information, they can both tailor editorial content and help guide
advertisers with their message and choice of media. . . ."

"Advertising Revenue

The revenue base for e-newsletters generally mirrors the revenue base
associated with the print or online publication. If the magazine has
controlied circulation and is supported by ad revenue, then the e-
newsletter generally follows that model. If the magazine or Web site has a
paid subscription base, then the e-newsletter is often a subscription
product or part of the paid subscription product package. In the survey of
publishers for this project, almost all were advertising based.”
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Response of ABM to TW et al./ABM-51

TW et al./ABM-51:

Please confirm that the ABM website contains (or contained as of July 21, 2004) a
document entitled "Business-to-Business Media Study Final Report, Prepared for
American Business Media . . . by Yankelovich Partners and Harris Interactive, October

4, 2001."

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-52

TW et al./ABM-52:

Please confirm that the document referred to in the previous interrogatory states (at 3)
as follows:

"American Business Media has over 230 members, encompassing:

s« Over 1,300 member publications

Over 1,400 Web sites

»« 181 industries

»« 88.9 million readers

Over $23 billion in advertising revenue in 2000"

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-53

TW et al./ABM-53:

Please confirm that the document referred to in the previous interrogatory states (at 9,
13, 17-22 and 27 [footnotes omitted]) as follows:

a.

RESPONSE

Confirmed.

2373639

"Over the past two years, there has been a dramatic increase in time
executives spend visiting b-to-b Web sites."

"On a top-of-mind (unaided) basis, b-to-b media rank among the top
sources of information for executives.

Professional/ Trade Magazines/Journais 46%
Internet/ Web Sites 44%"
"Read B-to-B Magazine in Past Month 83%"
"Visited B-to -B Web Site in Past Month 68%"

"Number of B-to-B Magazine Titles Read During Past Month
Average = 4.6 titles"

"Time Spent Reading B-to-B Magazines During Past Week
Average = 2 hours 15 minutes’

"Number of Different B-to-B Web Sites Visited in Past Month
Average = 7.5 sites’

“Time Spent Visiting B-to-B Web Sites Visited in Past Week
Average = 2 hours 46 minutes”

"A LARGE NUMBER OF EXECUTIVES REPORT IN-DEPTH USE OF B-
to-B WEB SITES
Nearly half have searched archives of b-to-b Web sites, and one-
third have purchased content. Figures are even higher when
looking at only those executives reporting past month b-to-b Web
site visitation.”
"es B-to-B Web sites rate high for being 'primary sources for research' and
providing 'access to the latest information."”
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Response of ABM to TW et al./ABM-54
TW et al./ABM-54:

Please confirm that on January 7, 2004, there was an "ABM Breakfast Club” meeting on
the subject "Co-Palletization.”

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-55
TW et al./ABM-55:

Please confirm that the meeting referred to in the previous interrogatory included
remarks by ABM President and CEO Gordon T. Hughes and presentations by ABM
Postal Counsel David Straus and Vice President of Circulation and Database
Development for Hanley Wood, LLC, Nick Canvar (Sic: Cavnar), who was at that date a
member of both the Government Affairs Committee and the Circulation Committee for
ABM and the Circulation Managers Advisory Committee for BPA International, and who
was previously Vice President, Circulation for Intertec Publishing, a Primedia division
and has also held positions at Crain Communications, International Thomson, and
Cahners Publishing.

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-57
TW et al./ABM-57:

Please confirm that the program for the meeting referred to in the previous interrogatory
includes the following item:

"Co-Palletizing Small Circulation Magazines: A Case Study...

Nick Canvar (sic) will talk about how magazines with circulation as low as 16,000
can co-palletize, and how Hanley Wood’s program has benefited the company.”

RESPONSE

Confirmed.
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Response of ABM to TW et al./ABM-58
TW et al./ABM-58:
Please confirm that a document distributed to attendees of the meeting referred to in the
previous interrogatory, entitled "DAVID STRAUS: OUTLINE OF REMARKS ON CO-
PALLETIZATION," includes the following item:

"3. Why the Postal Service, cheered on by MPA, TW, Conde Nast (and
others) wants you to palletize.

a. Pieces on pallets cheaper to handle, less prone to damage, less
prone to bundle breakage.

b. Reducing processing costs for some constrains rates for all.”

RESPONSE

Confirmed.
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TW et al./ABM-59:

Response of ABM to TW et al./ABM-59

Please confirm that a document distributed to attendees of the meeting referred to in the
previous interrogatory, reproducing the slides used by Nick Canvar (sic) in his
presentation on "Copalletization for the Small Magazine," includes (at the 6th, 8th, and
13th of 14 unpaginated pages) the following items:

a. "Does it save money?

Example: Publication with 21,351 copies, weighing 0.42 pounds

- Postage with single entry: $7,925
- Postage with copalletization: $6,662"

b. "Does it improve mail efficiency?

Dramatic reduction in sacks

Delivery time from ADC/SCF entry point averages 3 to 9 days,
compared to 8 to 14 for single entry

Judging by subscriber complaints and some monitoring, HW has
seen no degredation in delivery time"

C. "Remember the long term!

RESPONSE

Confirmed.

2373639

Small circ publishers need vendors to set up co palletizing and drop
ship programs NOW!

Alternative is dramatically higher postage costs

Invest with your vendors today to build the systems you will need
tomorrow”
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TW et

Response of ABM to TW et al./ABM-65

al./ABM-65:

Please refer to the instructions accompanying Time Warner, Inc. et al.’s first set of
interrogatories to ABM, filed July 27, 2004, which state in part:

With respect to each question and subpart thereof, if information is
not available in the exact format or level of detail requested, please
provide responsive material in such different format or level of detail
as is available. If ABM is unable to provide current information,
please provide the most recent information available and identify
the date or period to which that information applies. If ABM is
unable to provide complete information, please provide any partial
or representative information available that is responsive to the
question.

Please refer also to ABM’s response to TW et al./ABM-3.b(1)-(13), filed August 18,
2004, where you replied to thirteen separate questions about the characteristics of
ABM-member publications that ABM “does not routinely collect or maintain information
that will permit it to identify in any systematic way” the characteristic in question.

With respect to each subpart of TW et al./ABM-3.b:

2396650

Please state when ABM last surveyed or made inquiry of its membership or any
substantial portion thereof, whether directly or through an agent, formally or
informally, regarding the characteristics in question;

Please describe the results of such survey or inquiry;

Please provide copies of any summaries or reports that were circulated to the
ABM membership, to ABM’s Board, or to any of ABM;s committees concerning
such survey or inquiry of its results (the identities of particular publishers and
publications may be masked, and/or materials may be submitted subject to the
terms of the existing Nondisclosure Agreement between ABM and Time Warner
Inc. et al, dated August 27, 2004); and

Please provide copies of all data or information collected through such survey or
inquiry regarding the characteristic is question (the identities of particular
publishers and publications may be masked, and/or materials may be submitted
subject to the terms of the existing Nondisclosure Agreement between ABM and
Time Warner Inc. et al, dated August 27, 2004).
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Response of ABM to TW et al./ABM-65

RESPONSE

a. The most recent survey began in March of 2001 and ran for several months, but it
was a mailing characteristics study that relied upon mail.dat files received in response.
To American Business Media’s knowledge, it has never surveyed its members with
respect to the information sought in Time Warner et al./ABM-3 (except to the extent that
information responsive to parts 1 through 3 might be included in mail.dat files). Please
note, however, that some of this information, such as information related to the nature
and extent of electronic distribution, may be available in the directory section of
American Business Media’s web site, which as previously explained in updated by the

members themselves.

b. There was no such study or inquiry.

c. Not applicable.

d. To the extent that any responsive information is contained in mail.dat files, it is

American Business Media’s understanding, recently confirmed with counsel for Time

Warner, that the 155 mail.dat files already produced comply with this request.
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Response of ABM to TW et al./ABM-66

TW et al.’/ABM-66:

Please refer to the instructions accompanying Time Warner, Inc. et al.’s first set of
interrogatories to ABM, filed July 27, 2003, which state in part:

With respect to each question and subpart thereof, if information is
not available in the exact format or level of detail requested, please
provide responsive material in such different format or level of detall
as is available. If ABM is unable to provide current information,
please provide the most recent information available and identify
the date or period to which that information applies. If ABM is
unable to provide complete information, please provide any partial
or representative information available that is responsive to the
question.

Please refer also to ABM's response to TW et al./ABM-8, filed August 18, 2004, where
you replied to five questions concerning participation in co-mailing, co-palletization, and
pool shipping by ABM-member publications that ABM “does not routinely collect or
maintain information that will permit it to estimate the number of American Business
Media member publications that currently participate in a co-mailifg or co-pailetization

program.”
With respect to each part and subpart of TW et al./ABM-8:

a. Please state when ABM last surveyed or made inquiry of its publisher and/or
printer members or any substantial portion thereof, whether directly or through an
agent, formally or informally, regarding participation in co-mailing, co-
palletization, and/or pool shipping;

b. Please describe the results of such survey or inquiry;

C. Please provide copies of any summaries or reports that were circulated to the
ABM membership, to ABM’s Board, or to any of ABM’s committees concerning
such survey or inquiry of its results {the identities of particular publishers and
publications may be masked, and/or materials may be submitted subject to the
terms of the existing Nondisclosure Agreement between ABM and Time Warner
Inc. et al, dated August 27, 2004); and

d. Please provide copies of all data or information collected through such survey or
inquiry regarding the characteristic in question (the identities of particular
publishers or publications may be masked, and/or materials may be submitted
subject to the terms of the existing Nondisclosure Agreement between ABM and
Time Warner Inc. et al, dated August 27, 2004.

2356650
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Response of ABM to TW et al./ABM-66

Response

a. The explanation in response to Time Warner et al./ABM-8 to the effect that American
Business Media “does not routinely collect or maintain information” of the type
requested was intended to exclude only casual conversation, typically between
members and counsel, in which the subject of co-mailing, co-palletizing or pool shipping
by its members may have come up. There are no records of such conversations.
American Business Media’s information on this subject is pretty much limited to the
information in the testimony of its withesses. Except to the extent that data produced as
part of the 2001 survey would reveal the extent of co-mailing, co-palletizing or pool
shipping, American Business Media has never surveyed or made inquiry of its publisher

or printer members, formally or informally.

b. See part a above.

c. See part a above.

d. See part a above.



Response of ABM to TW et al./ABM-67

TW et al./ABM-67

Please refer to the instructions accompanying Time Warner, Inc. et al.’s first set of
interrogatories to ABM, filed July 27, 2004, which state in part:

With respect to each question and subpart thereof, if information is
not available in the exact format or level or detail requested, please
provide responsive material in such different format or level of detait
as is available. If ABM is unable to provide current information,
please provide the most recent information available and identify
the date or period to which that information applies. If ABM is
unable to provide complete information, please provide any partial
or representative information available that is responsive to the
question.

Please refer also to ABM’s response to TW et al./ZABM-9.a-j, filed August 18, 2004,
where you replied to ten questions concerning ABM members who are printers of
Periodicals that ABM “does not routinely collect or maintain information about the
operations of its printer members.”

With respect to each subpart of TW et al./ABM-3-a-j:

a. Please state when ABM last surveyed or made inquiry of its printer members or
any substantial portion thereof, whether directly or through an agent, formally or
informally, regarding the characteristic or subject in question;

b. Please describe the results of such survey or inquiry;

C. Please provide copies of any summaries or reports that were circulated io the
ABM membership, to ABM’s Board, or to any of ABM’s committees concerning
such survey or inquiry or its results (the identities of particular publishers and
publications may be masked, and/or materials may be submitted subject to the
terms of the existing Nondisclosure Agreement between ABM and Time Warner
Inc. et al, dated August 27, 2004); and

d. Please provide copies of all data or information collected through such survey or
inquiry regarding the characteristic in question (the identities of particular
publishers and publications may be masked, and/or materials may be submitted
subject to the terms of the existing Nondisclosure Agreement between ABM and
Time Warner Inc. et al, dated August 27, 2004).
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Response
a. American Business Media has never conducted such a survey or made such an
inquiry. The previous reply to which you refer, in which American Business Media stated
that it “does not routinely collect or maintain information” of the type requested was
intended to exclude only casual conversation, typically between printers and American
Business Media counsel, in which the subjects covered by the request may have come
up. There are no records of such conversations. Please note, however, that the 155

mail.dat files previously produced contain certain printer information.

b. See part a above.

¢. See part a above.

d. See part a above.



Response of ABM to TW et al./ABM-68

TW et al./ABM-68:

In its response to TW et al./ABM-b¢ (filed August 31, 2004), ABM refers to a recent
analysis of the potential impact on 141 ABM pubilications, belonging to five ABM
member organizations, of the rates proposed by Time Warner, Inc. et al. Additionally,
ABM provided to Time Warner, Inc. et al. (pursuant to a Nondisclosure Agreement,
dated August 27, 2004) an Excel spreadsheet, consisting of four distinct worksheets
that together appear to summarize an analysis performed on 144 different publications.
No names identifying the publications or their owners appear in the spreadsheet.

In a partial response to TW et al./ABM-7, ABM provided (pursuant to the same
Nondisclosure Agreement) a CD containing 155 mail.dat files for ABM publications,
dating back to 2001. ABM's filed response to TW et al/ABM-7 states that these files,
which were collected in 2001 in anticipation of the filing of the R2001-1 rate case, are
“[tlhe only mail.dat files in American Business Media's custody or control.”

a. Please confirm that the number of ABM publications analyzed with respect to the
potential impact of the proposed rate is 144, not 141 as stated in your previous
response. If not confirmed, please explain.

b. Please confirm that no names of publications or ABM member organizations
appear in the spreadsheet referred to above. If not confirmed, please explain.

C. Piease confirm that, while TW et al./ABM-5C requested the Excel files generated
in the analysis of each publication, none of the spreadsheets generated for each
publication as part of the analysis using Access queries to analyze mail.dat files
were provided. Please confirm also that removing publication names from those
spreadsheets would have been a trivial matter.

d. Please conform that none of the 155 mail.dat from 2001 that have been provided
to Time Warner Inc. et al. were among the 144 files analyzed more recently.

e. Please confirm that the 144 files analyzed this year were at the time of their
analysis recent mail.dat files that reflected then current mail preparation.

f. Please confirm that copies of these more recent 144 mail.dat files are in the
custody of a consultant or consultants retained by ABM to perform the analysis
and are also in the custody and control of ABM members who participated in the
analysis and who are supporting ABM’s activities in these proceedings.

g. Was Crain Communications one of the five member organizations that provided
mail.dat files for the recent analysis?

h. Was VNU Business publications one of the five member organizations that
provided mail.dat files for the recent analysis?
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i. Was Haniey Wood one of the five member organizations that provided mail.dat
files for the recent analysis?

J- Of the three witnesses whose testimony ABM sponsors in this case, who, if any,
was directly involved in the analysis of the 144 publications?

k. Please provide without further delays copies of the 144 mail.dat files as well as
the 144 Excel spreadsheets generated in their analysis. (The identities of
particular publishers and publications may be masked; Time Warner, Inc. et al.
stipulated that these materials are subject to the terms of the existing
Nondisclosure Agreement between ABM and Time Warner Inc. et al, dated
August 27, 2004).

RESPONSE

a. Actually, in looking again at this exhibit and its backup, we realized that it contains
153 publications not 144. Line 77 contains combined data for five co-palletized
publications and line 78 contains combined data for nine co-palletized publications,
while lines 132-34 were unintentional repetitions of line 131. A corrected and enhanced

exhibit is being filed in response to POIR-3.

b. Confirmed.

c. Confirmed that complainants requested the Excel files generated in the analysis and
that they were not provided. In accordance with the understanding between counsel,
American Business Media provided the summary spreadsheets in its custody or control
(with names of titles removed) that showed the impact of the proposed rates on
American Business Media member publications. American Business Media never had

custody of or control over any Excel files generated in the analysis of each publication.
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American Business Media does not know for certain but assumes that each of the
publishers could have removed publication names from any spreadsheets they

generated.

d. We believe this to be true, since American Business Media members were asked to
analyze a recent issue, and because it is our understanding that retention of mail.dat

files is in any event not a normai practice.

e. We believe this to be the case, although American Business Media did not ask those

members that performed the analysis what date(s) were studied.

f. Not confirmed. You have not asked us to explain why we cannot confirm, but we will
explain, given the imp!icat.ion of the request. To American Business Media’s
knowledge, none of the mail.dat files used as by members as a basis for analyzing the
impact of the proposed rates was ever in the custody of any consultant. Except for the
one member that asked another to perform the calculations (see testimony of McGarvy
at 8, lines 18-19), each of the members that provided estimates of impact performed its
own calculations and reported them to, and only to, American Business Media’s
counsel. As for whether the mail.dat files are in the custody and control of the members
that participated in the analysis, we have learned based on our inquiry that only one of
the participants has saved those files, because they are normally not retained from

issue to issue.
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g. Crain Communications performed an analysis, but it did not “provide” its mail.dat files

to anyone.

h. VNU performed an analysis but did not “provide” its mail.dat files to anyone.

i. Hanley Wood did not perform the analysis.

j- No witness was directly involved in the analysis of all 153 publications. Witness
McGarvy was involved in the analysis of the Crain and ComputerWorld publications that
were analyzed, and withess Bradfield was involved in the analysis of the VNU

publications that were analyzed.

k. American Business Media does not, and never did, have either custody or control of
the mail.dat files and Excel spreadsheets referenced. Moreover, it is our understanding,
upon inquiry following the receipt of this interrogatory, that neither the mail.dat files nor
the individual spreadsheets have been retained by three of the five member companies
whose publications were analyzed. The Excel spreadsheets but not the mail.dat files
have been retained by one participant, and both have been retained by another. Crain

Communications a